‘ 
4 


INSTALL THE Anderson MODEL 34-C 


AUTOMATIC FILLER AND CAPPER 


The last word in operating smoothness, 
dependability. Handles all types 
of containers, with inset lids, up to and 
including pints. Output per minute up to 
60 small cups, 45 medium cups, or 40 
Model operates with hatch 
reerer or by direct tube hook-up with 
continuous freezer. Parts that contact ice 
cream are stainless stee! of sickel silver. 
Comes equipped with syrup dispenser 


TART 
ATTACHMENT 
This new decor- 
ating attachment is 
extra equipment and 
takes the place of the 
capper when making 


tarts. Amount of 
whipped cream dec- 
oration is determin- 
ed by piston setting. 


Filling lerger come with one fever 
pistons 


Uh this Handy Coupon for Quick Information 


ANDERSON BROS. MFC. CO., ROCKFORD, ILLINOIS 
Please Send Bulletin No. 2-3 


Address 


CREAM FIELD monthly 1110 Ble Ave. Md. by the C. F. Publeshing Co. Inc. 
New 16 New York led clase matter at the pos 

ond Caneds. 1%: 


| 
ae, 
‘ 
emoll cups with one Sever 
jet one piston, section of 
eit hand hopper holds «e 
4 we 
“4 
i 
: 
f, 
a 
: 


The Brilliant New 


SAVAGE 


CE CREAM 
CABINETS 


8 Great SAWAGE Features, 
Designed to Increase Your Profits 


@ Greatly increased capacity: 10 to 30% more ice 
cream in bulk containers. 


@ Refrigerated partitions be- 
tween compartments. Not 
necessary to buy additional 
accessories ct added cost. 


Modernized exterior design: 
ends flush (no screws) for 
easy in-line installation; 
top and sides super-smooth 
for quick, effortless 


Glistening white lids of du- 


Uniform temperatures 
main- 


tains ice cream (bulk or 


lonk of thin great new tine of cubinate you'l 
are the units bor you! And you'll be 


+ 


; @ Extra 
service life. No wood | 


DOUBLE ROW 


ALL THE THINGS YOU'VE ASKED FOR 


Are in these beautiful NEW Kelvinator Cabinets 


Galvanized steel tanks and copper tubing. 


New top construction to allow more uniform in- 
stallations — climincte waste space. 


Even temperature distribution between deep and 
shallow sleeves —and from top to bottom of 
cabinet. 


Thermostat well" on double row cabinets located 
at front of machine compartment. 


Heat exchanger located in machine compertment 
of 6, 8 and 12 hole cabinets. 


Openings in base of cabinets eliminated to prevent 
dirt accumulating underneath cabinets. 


DIMENSIONS — CAPACITIES — SHIPPING WEIGHTS 


CaPacitY 
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Pian it right mow! Make sure that this summer, your ice 


cream will be the voungsters’ one and only. It's easy to 


start this romance with Lilv*® Ice Cream Cups 


Cap, clean, sharply printed Lily Cups have a way with 
kids. They impress them strongly with your product and 
your brand name, with twotold merchandising might 
once at the pointolsale and again at the poimtol-con 
sumption. You Tl find Lily Cups are specifically designed 


to keep young America true to your brand! 


Let us help vou prepare for summer business now. 
(duit experience covers "5S wears with thousands of ice 


crear plants 


*T m Bee US. Pet OF 


LILY TULIP CUP CORPORATION 


NEW VORA * CHICAGO * KANSAS CITY LOS ANGELES 
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FOR ONLY 


EQUIPMENT INVESTMENT 


IF YOU OPERATE 
BATCH FREEZERS 


... with 5 to 20-gal. or more capacity, we have the equipment for 


you for bulk packaging. Our “Hand Ripple Pump” @ $37.50 
is stainless steel thruout, comes complete with pressure gauge 
and special Ripple nozzle. Shipped ready for immediate opera- 
tion-——can be installed in 10 minutes and have you cashing in on 
the wonderful sales-profits Ripple Ice Creams provide. For 
packages, the “RIPPLE MASTER” @ $119.95 is the ideal small 
rippling and packaging machine. 


IF YOU HAVE 
CONTINUOUS FREEZERS 


Our variable-speed Ripple Pump (from 


$345.) with our Ripple attachments for any 
number of gallon per hour capacity is the 
ideal equipment. For better distribution in 
packages, our new patented Ripple Inter- 


mixing device used with our Ripple Pump 
will enable you to get perfect sauce distri- 
bution without your operator having to 
rotate the package as it is being filled. 


If you have Automatic Packaging Machines and want 
better distribution in the packages, write for details. 


BALCH riavon company 


Adams at Fultom=PITISBURGH PA 
i Yes... we ere interested in mobing ice Creams. Please 
monthly Butter ach, chocolate send full details on suitable machinery for our equipment which is os 
— [] Please send your current price on Ripple ice Cream Products 
Plies cans of ‘Rever) Ripple 
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Walgreen Dewg Store, Mate & Madison Streets, Chic age 


ream for “the world’s busiest corner” 
=from a Bastian-Blessing fountain 


This beautiful super soda fountain is a highlight in Walgreen's gigantic new 
store located on “the world’s busiest corner” in Chicago... one of more than 
400 stores operated in 49 states. This discriminating Company has been 
using Bastian-Blessing equipment regularly for more than 20 years to pro- 
mote its fountain department and to sell more of its ie cream. 


You will be doing your customers a tavor by recommending Bastian- 
Blessing fountains. Here's why. They attract more customers with their 
sparkling beauty and hospital-like cleanliness. Customers can be served 
more quickly aod easily because the layout conserves every step and motion 
Automatic controls keep we cream frm even in hottest weather. Convenient 
temperature indicator gives warning tf current should fail. Patented lids 
keep mules out of your we cream. Syrups and trusts are really refrigerated. 
Aad patented coolers and dratt arms assure huge quantues of cold drinks 
and super«harged soda water for use with your we cream 


‘In short, a new Bastian-Blessing fountain will increase gallonage by leaps 
and bounds, The next ume vou recommend a soda fountain, recommend 
Hastian-Blessing —the equipment that sells more ice cream 


BASTIAN-BLESSING 


4215 W. Peterson Ave... Chicago 30, Ili. 


Qualified Seles and Service Ovtiets in All Principe! Cities 
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SAVES $50,000.00 in ONE YEAR 


VELAN ENGINEERING COMPANY 
announces 
the revolutionary new in U.S.A. and CANADA 


AUTOMATIC PLANT 


4,000 per I Hour 
ICE CREAM BARS 


REVELS 


PRODUCED, CHOCOLATE COATED AND 
WRAPPED IN ONE CONTINUOUS 
OPERATION. 


RIGID TESTS: 


Only 2-3 operators required 
Shortest freezing time (6 minutes) 
Superior ice cream quality 
Lowest production costs 


No waste of ice cream 

Brine proof operation 

Steady and unrushed production 
Synchronized, lusurious wrapping 


High precision and safety due to hy- 
draulic drive 


ice cream wrapped in aluminum foil steys 
fresh 4 times longer. 
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is located to serve you 


DRY ICE 


ATLANTA, GA. 
BALTIMORE, MD. 
BIRMINGHAM, ALA. 
CHARLOTTE, N.C. 
CHATTANOOGA, TENN. 
GREENSBORO, N.C. 

@ Look at the spread of 7 F JACKSONVILLE, FLA. 

Mathieson's 16 dry ice warehouses. Notice — KNOXVILLE, TENN. 

MEMPHIS, TENN. 

NASHVILLE, TENN. 


how they blanket the area — New York to New Orleans. 
Each is strategically located to give you the Dry Ice NEW ORLEANS. LA. 
service you need... swift, reliable, NEW YORK, N.Y. 
profit-saving delivery. NORFOLK, VA. 

But there's more to service than prompt delivery. RICHMOND, VA. 
Mathieson has the answers for you on efficient Dry Ice SALTVILLE, VA. 
storage, handling and use through research and WASHINGTON, D.C. 
long experience in this field. 

Check the location of the nearest Mathieson distribution 
point and get better service and better utilization 
of Dry Ice. Mathieson Chemica! 


Corporation, Mathieson Building, | C235 
Baltimore 3, Maryland. 


SERVING INDUSTR AGRICULTURE AND PUBLIC HEALTH 
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NOW-QU TRY NEW, PURE 


VANILLA 


> 
S 


H. Kohnstamm’s exclusive new process of extraction 
brings you a pure, more concentrated, better flavor vanilla 
that means finer taste for your ice cream — lower flavoring 
cost per mix! 


Your customers and their customers will appreciate this 
true full-bodied vanilla. And because of the extra strength 
of Vanilla 1162, every ounce of this new extract goes 
much further— proved by actual plant tests! Ice cream 
flavored with Vanilla 1162 wins in every comparison 
taste! That’s why we're particularly anxious for you to 
try it in your plant...at our expense! 


FIRST PRODUCERS OF CERTIFIED COLORS 


ROHNG CO. Enc. 


VANILLA DIVISION 
89 PARK PLACE, NEW YORK 7 « 11.13 E. ILLINOIS ST, CHICAGO 11 
4735 DISTRICT BLVD. LOS ANGELES 11 


ATLANTA + BALTIMORE + BOSTON CINCINNATI! CLEVELAND + DALLAS DETROIT 
HOUSTON + INDIANAPOLIS KANSAS CITY, MO. MINNEAPOLIS MEW ORLEANS 
OMAMA + PHILADELPHIA + PITTSBURGH + ST. LOUIS « SAN PRANCISCO 
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One Hundredth Anniversary 


To take advantage of this Free Test 
offer, fll out and mail this coupon 
now to the branch nearest you. 


VANILLA DIVISION 
| M. KOMNSTAMM AND CO., INC. DEPT. F-1 

| Send us test quantity of Vanilla 1162—26 os. 1 
Prime Bourbon Bean [)} 
| Portify with on. of Vanillin per gallon 
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California 
Mattson’s Ice Cream Fountain has opened at 2666 Wil- 
low Pass Road in Concord. 


The Texacal Fountain has reopened as Bret Harte Parlor 
No. 2 under the management of Vera Gibson, Lucille 
Chapman and Dorw Bertram in Grass Valley 


C. B. Venerable has opened a Frostie Shoppe at the 

corner of Jefferson and Normandie in Los Angeles. 

Mrs. Fred Carlisle has opened the Pollyana Ice Cream 

Shop at 315 N. Palm Canyon Drive in Palm Springs. 

A new Foster's Old Fashioned Freeze Parlor recently 
opened on Vernon and Taylor Srreets in Roseville. Open. 
ing day was quite an occamon tor the youngsters, as mana- 
gers Leslie Osborne and Gladys Sale saw to it that every 
child was given a free ice cream cone. 


Then Start Building Dry 


Stop Gallonage Today with... 


manutactutets every whet: bain Paw 
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pr arm towta’ bs ridering were? 

Verve Tomay fom 


Pat 


| 
ai? 
age iding 


gallon 


acd Tre@emart Beg Pood 


How atte * 


Of Se 2465142 Pot 


Product of United Sound & Signal Co. Inc, Columbia, Penne. 


“PENNCO IS 


PENNCO, nc. seavicr- 


PHILADELPHIA 7, PA. 


The Frosty King Products Company has purchased 2 
52 by 110 fooe lor at the corner of Tweedy Boulevard 
and Madison Avenue in South Gate. 


Indiana 


Ground has been broken for the construction of a new 
Borden fluid milk and ice cream plant at Lafayette. The 
modern one-story structure, which wil! cost approximately 
$100,000, will serve as the new headquarters for Borden 
fluid milk and ice cream operations in Lafayette, replacing 
the company’s present premises there. 

Scheduled to be comoleted in the spring, the new plant 
will be eighty-five feet wide and 135 feet long, and will 
contain 10,000 square feet of floor space. 


Louisiana 


Hamel’s Ice Cream Company, Inc., of Shreveport, filed 
articles of incorporanon with the office of the Secretary 
of State at Baton Rouge during the week of February 17. 
Capital stock was listed at $100,000. 


New York 


The Gold Crest Ice Cream Company has been incor- 
porated with Emanuel G. Manicas as President, to take 
over the business of the Yeostros Ice Cream Company, 
1444 Broadway, Buffalo, a 30-year old company in the 
wholesale and retail ice cream business. 

Mr. Manicas has acquired the controlling interest that 
had been owned by Louis and the late John Yeostros who, 
with Mr. Manicas, had conducted the business for many 
years. Two sons also are officers. Harry FE. Manicas is 
Vice President and General Manager and George E. Mani- 
cas is Secretary and Production Manager. The company 
has just completed an $80,000 plant. 


Articles of incorporation were filed with the Secretary 
ot State at Albany for Gold Medal Ice Cream Company, 
Inc., of Patchogue, on February 4. Capital stock was listed 
at 100 shares no par value. 


Ureqon 


A building tor the sale of ice cream is being erected on 
State Street in Oswego by State Senator Jack Bain of 
Portland. 

The Rich Maid Ice Cream Store has been opened by Mr. 


and Mrs. Chet Cole in the Masonic Building in Sheridan. 
lennessee 
Jersi-Gold Dairy Products Company of Manchester has 


begun construction of a new plant building for its ice 
cream operation 


Washington 


Floyd Marcum has purchased the Super Ice Cream Par- 
lor located next to the post office in Chelan. 
will be managed by Harold Marcum. 


The store 
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DRAULICALLY-OPERATED 
REFRIGERATION SYSTEM 
DRIVEN BY THE aie 
TRUCK’S OWN 
POWER TAKE- 
OFrFf 


FURTHER DETAILS on * Better 
Refrigeranon at Less lovestment”™ 
are available by writing for Ba- 
tavia's imformative new folder on 
hbydsaul truck refrigeranon. 


What “This 


geration at its best. It is one compact 

wholly self-contained, becoming an integral part of 

¢ truck's own power plant. Constant, controlled tem- 

peratures are generated en route, independent of auxiliary 

engines, holdover plates. It is better refrigeration, fess 

weight for greater saving, with payload guarantee every 
minute of every mile. 


LESS WEIGHT This lighter hydraulic system greatly reduces overall weight, 


allowing for smaller initial investment in trucks and chassis. 


BIGGER PAYLOADS with tess weight in the refrigeration system, 
truck capacity can be utilized for greater payloads, bigger profits. 


LARGER TERRITORIES Now delivery fleets can transport nights, de- 


liver days. Larger territories, more returns, from every truck! 


RAPID PULL-DOWNS Fast four-hour pull-downs (defrosting end clean- 


ing) keep truck constantly available. No more pulling truck out of 
use for 24 hours as usually required. 


BATAVIA 


BODY COMPANY 


BATAVIA, ILLINOTS 
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Best Looking... 
Best BUY too! 


SCHAEFER 


OPEN TYPE 
MODEL 0-10 
ICE CREAM CABINET 


holds 444 pint packages 


Here's the finest merchandising 
cabinet you con buy. offers 
you everything — illuminated 
wpersiructure with pictures, re- 
movable shelves, casters, night 
cover ond flovor strips, oll at no 
extra cost. And you get the 
startling new Schuefer beavty, 
the BIG Schoefer capacity, plus 
famous Schoefer dependability 
and economy of operation. 
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ols... dipping copacity; 55 te 65 gai- 
lane from tve SEC, 60 to 8S gallons from the 
1 28C. And where space is imited. there are 


geome refrigeroted wrface, W's Cearviews 
dowbie-track 


thot hove finger-tip action, 
ae. Cearviews 


The most complete line 
of ice cream cabinets ever offered 
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MARCH 20—Haotel Fort Des 
Moines, Des Moines, lowa; Reg- 
ional conference of the Retail Ice 
Cream Manufacturers of Lowa. 


MARCH  21-23—Hote! Gearhart, 
Gearhart, Oregon; Annual conven 
tion of the Northwest Retail Ice 
Cream Manufacturers Association. 


MARCH 23-24 — Madison, Wis 
Annual Dairy Manutacturers Con 
terence, sponsored by the Univer. 
sity's College of Agriculture. 


‘MARCH 27.28—Hote! Morrison, 
Chicago; Annual Meeting of the 
American Dairy Association. 


APRIL 25-27—Hote! Mayflower, 
Washington, D. C.; Third High- 


way Transportanon Congress of the 


Try this special blended formula in your marbleized 


ice cream. Whip or pump the sauces easily and eco- 
nomically. 


National Highway Users Confer- 


ence. 


APRIL 24-27—WNavy Pier, Chicago; 
National Packaging Exposition. 


MAY 7-10—Hotel Traymore, Ar- 
lantic City, New Jersey; Annual 
Convention of the Flavoring Extract 
Manufacturers Associaton. 


MAY 16 - 18 — Hotel Bedford 
Springs, Bedtord Springs, Pennsyl- 
vania; Annual Meeting of the As 
sociation of Ice Cream Manufac- 
turers of Pennsylvania, New Jersey 


and Delaware. 


JUNE 6-8—Hotel Bilemore, Palm 
Beach, Florida; Annual Convention 
of the Florida Industry Association. 


JUNE 20-21—Ithaca, New York; 
45th Annual Meeting of American 
Dairy Science Association at Cor- 
nell University. 

AUGUST 7-86—Hore!l Greenbrier, 
White Sulphur Springs, West Vir- 
ginia; Annual Convention of West 
Virginia Dairy Products Ass'n. 

SEPTEMBER 13-15—Hiorel Fort 
Des Moines, Iowa; Annual Con- 
vention of the Association of Ice 
Cream Manufacturers and the lowa 
Milk Dealers Association. 

OCTOBER 10-12 — Hotel May- 
flower, Washington, D. C.; 17th 
Annual Convention of the National 
Association of Retail Ice Cream 
Manutacturers. 

OCTOBER 16-21—Atlantic City, 
New Jersey; 17th Dairy Industries 
Exposition, staged by the Dairy In- 
dustries Supply Association. 

OCTOBER 18-20—Atdlantic Ciry, 
New Jersey; 46th Annual Conven- 
tion of the International Associa- 
tion of Ice Cream Manufacturers. 


An Eastern Dairy Col- 


lege writes. 
“We 


made 


a mix 
using your VELVA-CREME 


and MIXIFIER and the ice 


Pecheged in 5 gellen poils. 
working somples end prices given prompt ettention. 


BOYER BROS. 


Requests ter 


cream was very good. Whip- 
ping time was reduced and the 
ice cream had a smooth texture.” 


GERMANTOWN Ce 


if S1OO LANCASTER AVE., PHILA. 31, PENNA. 
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Assurance 
of Good Taste... 


Taste tests--and sales tests—-show that ice it enhances the natural goodness of the product. 
cream made from mix that has been pasteurized Vacreation, the ultimate in refined pasteuriza- 
by a Vacreator“ tastes better and, logically, sells _—tion, should be considered before deciding upon 
better. any major improvements in your production 
The Vacreator removes objectionable flavors § methods. Ask your Cherry-Burrell representative 
that come from weeds and feeds, for instance. It about a Vacreator for your plant and use this 
does this in a natural manner through flash pas- coupon to get full written information. 
teurization, steam distillation and partial cooling 
in a vacuum. Thus, while removing all off-flavors, 


Vecresters ere eveileble in capacities op te COO cream per how Mere 


* 
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CHerry-BURRELL CORPORATION 


Gerera!l Seles ond Executive Office 


427 W. Randolph Street. Chicago 6, ill. 


Cherry Burrell Corporation 
Dept. 120, 427 W. Randolph St. 
Chicago 6. Il] 


Send copy of Bulletin G496 


Melt and food Phan Equepmer!t ced Supe! e1 
Have representative call 


* Vacreator...a trade-mark Reg. Pat. Off. and 
Canada for vacuum pasteurizers 


FACTORIES. WAREHOUSES. BRANCHES. OFFICES 
O8 OSTRIBUTORS AT YOUR SERVICE IN Se CITIES 
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Soda Fountain Operation 
What Price “Fair Trade?” 
Well-Planned Fountains 
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Shoppers Stop At Born’'s 


Get The Most From Your 
Cabinet 
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46 “Operations Enthusiasm” 
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66 Ice Cream Production Down 
3% From 1948 
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Soft Ice Cream And Your 
Business 
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DARILOID 


@ Dariloid or Dricoid in your mix assures 


ice cream that has a Natural Body... 


smooth and firm and entirely free wal Dariloid® 
of any trace of gummy stickiness. D a tilo ld 4 l 
With Dariloid or Dricoid you get ice cream D tic 0 j d° 


that’s “cooler-tasting” and refreshing — 


the kind that consumers prefer. D f icold x l 


More ice cream is stabilized by Dariloid and Dricoid Stabilizers and stabilizer-emulsifiers 
to meet all plant requirements. 


than by any other stabilizer or stabilizer-emulsifier. 


products of 


20 N. Wacker Drive 31 Nassau Street 530 West Sixth St. 
CHICAGO 6 NEW YORK 5 LOS ANGELES 14 
Coble Address: Kelcooigin © New York 
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REFINED 


look at it ovtside! look at it inside : 


You cant match 


See what this smart styling 
means for your business! 


Just look at the sweeping, be rt eof this rig laire Reserve 
apacits (abinet' You can see at a glans that rigadaire 
Reserve Capacity Cabinets are the most beautiful ewer baualt. 


And this smart Raymond Loewy stvling really pave off for 


vou’ one ing why brigtdaire Calanets comsastently 
get better, more prominent in dealers stores 
sistently do a better selling yob for vou. And that's one hig 


Frigidaire for highest return on ther equipment investment. 


Look at the extra value 


New Low Prices 


give you! 


Right from the «tart 


Capacity Fave more feat t Poe ¥ 


Reeerve 


at new prices theme sl cab 
are an even better buy bor Tull all 
the Dist or bacters ter an: 
that serves rite Frigidaire 

Of t.emeral Davtan l. Obie. Ia 
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FRIGIDAIRE for Storage-ability 


Reserve Capacity Design gives you more 
Sturage space per dollar of cabinet coat than 
any other standard cabinet sold today — gives 


you far more capacity per square foot of floor 
space than ever before. And that means your 


8 reasons why 
dealers can carry much more complete selee- 
you can’t match a Frigidaire tions — yet drivers actually need call leas often. 


Ice Cream Cabinet! for Flex. ability 


3 Rigid “All-Steel” Sealed. 6. Exclusive Frigidaire Cold- 
Tight (abanets, Bondery red and Control a 
finished with 2 coats of lustrous cessible — permite More usable space plus ingenious sheives, 
white enamel, accurate, full-range 


dividers and baskets allow hy dealer to tired 
a convenient stock arrangement exactly suited 
to his needs. These accessories are available 
at small extra cost. 


... for Service-abili 


Removable front and back panels permit 
easy access to machine compartment. Valves 
and controls are at the serviceman’s fingertips, 
and the Meter-Miser is easily removed if nee- 


temperature adjust 
ments to suit all 
y temperatures from conditions. 
tarts besttorm. thanks to copper 


refrigerant tubing 
wrapped all 
around the «tor 


7 . Heavy fibrous glass insula- 
tion ~ 4 inches 
thick on sides, ends 
and hettom, with 


age tank and 
eoidered. 


lapped joints — 
3 Orne stainless steel Py 
° means greater 
top easy to clean and Cary 


ecuno;ny. 
to keep clean. 


essary. “Low-side,”” sub-top, storage tank and 
tubing can be removed as a unit, without 
cutting tubing or breaking soldered joints, 


... for Depend-ability 


8. Famous Frigidaire Meter- 
Miser. It's the simplest retrig- 


4 Reautiful white Dura-Lids 
of molded poly 
stvrene — fully 
erating mechanism 
insulated vet 


‘ ever made, sealed 
feather light. 


| 


in steel and oiled 

for life. The Meter. 
5 Eficiency-Plus Condenser Miser carries its 
at hottor of cabinet. Its more own special 5-Year Frigitaire All-Steel, Sealed-Tight Cabinets — 
efheent keeps floor dry. Warranty famous throughout the ice cream industry for 


efihoiency and reliabilitv—are made even 
better by a host of basic construction features 
and improvements, 


FRIGIDAIRE 


Frigidaire 
Zero Self-Servers 


Reserve Capacity Ice Cream Cabinets 


shop, Equipment for Soda Fountains, Freesers, Herdening Rooms ond Trucks. 

styled and built pwet like 

Prigulaire Reserve Capac- 

ity lee Cream Cabinets. Cooling Unite + Compressors 

Three sizes, with ites 

hem fh. cm. fe, 400 Frigidaire commercial refrigeration and air conditioning 
and 11.2 ew. ft. products — most complete line in the industry. 
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BY A. CHARLES DRAPER 


Supervisor, Soda Fountain Planning, Rexall Drug Company 


APPROACH TO LAYOUT 
Layout 


|. Knowing what you want: 

a. Whether you want two creamers or one. 
b. Sandwich board, and what size. 
c. Steam table, location and size. 

Know by “feel” what equipment you want, and the rela. 
tive location of each. You can do this by calling in your 
operator and teaching him how to visualize blueprints 
(remember that the operator is used to working with 
“space” right in his shop; he knows what ten feet is by 
pacing it off, or by knowing how far he can reach, but he 
is not used to blueprints). You, yourself, can see how this 
works. If you are accustomed to working with '4-inch 
scale blueprints, and someone gives you a blueprint of a 
different scale, you need to force yourself to visualize the 
new scale until you can “feel” your way around the layout. 
The second way you can learn to know what you want is to 
get on the job with the operator in an existing fountain, 
take a blueprint with you, and you and the operator discuss 
it together on his ground. 

Remember that operators are prejudiced about some of 


ABOUT THIS ARTICLE 


THE CONCLUDING INSTALLMENT 
of Mr. Draper's vital series on “Soda Fountain 
Operation” appears herewith. 


The planning expert is concerned here with 
problems of layout as they pertain to soda 
fountains. Among the topics discussed are the 
placement of the fountain in the store, the 
type and shape of the fountain, dimensions 
of the equipment, and the advantages and dis- 
advantages of the various standard organiza- 
tions of the fountain. Drawings of the most 
common types illustrate Mr. Draper's theories. 


This article—the last of six——brings to a 


close a series which began in ICE CREAM 
FIELD'S October, 1949 issue. 


their per ideas. Gert the “why” of his reasoning. For ex- 
ample, he may say that he needs a shelf to fit above the 
backbar because he has a pastry case that is 2 high that 
must go under the shelf. Now, is that pastry case standard 
with you? Perhaps your standard is 16 inches. If so, can 
that shelf be lowered to 16 inches? 

If you have a dishwashing problem, and you want to 
determine the size of drainboards or workability of a lay. 
out, (a) watch the operator work it, and (b) get in and 
wash dishes yourself, until you are satished that the lavout 
is right or wrong. Then you can in future planning, prevail 
upon the operator to accept your ideas because they are 
proven for YOUR CONDITIONS. The same procedure 
pays dividends in the other parts of the fountain. 

After having gone through the four basic functions, we 
realize that for each of the functions, we must have certain 
pieces of equipment balanced within specific sections of 
the fountain. We will now attempt to show how we take 
each one of those component parts and incorporate them 
into the whole. 

A. “Layout” is the term used in putting on paper the 
plan of the fountain, showing relationship of the mass—in 
this case, pieces of equipment—one to the other. Layout is 
formed generally in the following steps: 
|. Rough layout—in which we decide: 

a. Where to place the fountain in the store. 

b. The type and shape of the fountain. 

c. Whether we have all stools, or a combination of 

booths and stools. 

d. Whether we will have high or low counter, and 

theretore, backless stools or back rests. 
Rough layout with equipment added—ain this phase we 
decide where to put the equipment tor the four basic 
functions, and: 
a. Whether we will have one tood station or two. 
b. How many soda stations we will need. 
c. We spor all of the supplementary elements to the 
lavout 
Finished 
check 
a. Dimensions of all equipment to make sure it fits in 
our space. 


lavout with details added—in which we 


bh. That our lavout contains all of the elements neres- 


sary to do the rab. iC ontinued on 24) 
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The Handy Corner 
aAvVENve 
SHEBOYGAN. 
January 1950 
Illinois Baking Corporation, 
0230 Union Ave., 
chicago 16, T1linois- 
Gentlemen: 
am enclosing herewith pictures snowing 
the SAFE-T Gone window which we had oF ayeplay for 
30 days ~~ starting the emi of December, 49 and 
cont inuing shrough the month of January, 1950. 

As a word of explanation ~~ we had msn 
anteresting comments on this window ~~ ana feel that 
at gave 4 needed ‘shot an the arm’ %° our January 
ace cream cone bus ness. 

tself wae dotted with 
effect 


really 4° © 
will give you a 
with 


The window i 
ané ereate the 
¢ the 


snow-flekes -- 
ream cones n 


took plastic snow 
m in various 


se), we 
ments and the 
nocolare, aspoerry and lige. 


emon, 
4oes not 


feel that the pictur 
redit to and the apove 
better ,dea of ite e 
we ained 


esting comments we received vy aisplayiné 


-and the inter 
auring January. 


Yours very truly, 


Jonn D. Rup 1 
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way Your retailers, too, can i 

ones 
m. Let us do the 
£ rite or wire now for co 


Pick-up Tep (shelves 
under). 


the hnal cost 

d. We check the layout from an operating point of 
view to make sure that it will operate with the proper 
payroll and other costs. 

Working drawings--trom this point on, all of the 

thinking and planning that has gone into the layout is 

interpreted into working drawings of a larger scale in 

which are shown 

a. Elevations, which will show what the general foun- 
tain will look like when built. (It ts during this 
tome that architectural treatment is planned for such 
things as superstructure, merchandising, signs, ven- 
tlatnion, etc.) 


Cross-sections, which will show special construction 


Details for the purpose of manufacturing and 
bidding on non-standard items. 

| B. How do we start? Assuming we have determined the 
docation and its potential, and have established the menu 
and price ranee; we start by plotting the location of the 


6. 4-clice Toaster stand. 
7. Cold Feed Unit. 
Two Toasters. 
Working Surface. 
Het Food Unit. Conveyor. 
Clean Glace Unit. & Refr. Die 


Ref. Storage Unit. Dumbwaiter. 


At this point, we check the layout for an estimate of — ird step: We now are ready to again trace off the fountain 


portion or work the fountain into the overall plan. On 
this step, we work to scale and check all dimensions 
to make sure the equipment will fit. Ar this point, we 
also check to make sure we have not forgotten any- 
thing. An equipment and facility list is helptul. (Re- 
member, we plan equipment to be functional and to 


In the third step, we also add rough elevations or sec- 
tions to help draftsmen interpret our ideas. Remember 
that the planner has a definite idea of how the foun. 
tain is to operate, therefore, he must pass those ideas 
on so that they can be incorporated in the working 
drawings. 


of any item that is not standard. PROFORMA, At the end of the ird step, we prepare a 


proforma statement. (Proforma is a coined word mean. 
ing “projected performance.”) Thus, we can check 
our layout to see if it will operate efficiently and eco 
nomically. 


she 4th step: In this step, we interpret our layout into working 


Ist step Rough, as the term umplies-—we use a soft pencil 
tor the rough layour. We work at an approximate 
scale, since at this pount, the scale is not umportant, be 
cause we are striving for an over-all pattern. If we are 
relatively sure that a standard layout will not only fi 
the space, but all the conditions as well, we can save 
time by “dropping” it in 
ctep: Atrer deciding on the location within store and 
type and sire of fountain, we afte reads tor the second 
step. Art this point, we “trace off” the fountain portion 
of the store and rough in the fountain outline. Then 


we lav in the equipment roughly to see if all of our 


drawings. This is usually done to a larger scale. We 
have found '. to the foot very satisfactory. Special 
details, however, will need to be “blown up” to a 
greater scale (', ,', , or 3 to the foot, and in some 
cases, full size). This is necessary to show all the 
details clearly. At times, the planner carries the lay- 
out through the working drawings, but usually, he 
passes it on to the drafting room at the end of the ird 
step. Whenever this is the procedure, he must check 
with the drafting room to assure his ideas being in- 
terpreted correctly. 


clements te Ar this ment, we may have te “sive or XIII LA yor 'TS Cl] 4 SSIFIED 


take” a stool or two, depending upon how the fountain Planning being the complex subject that it is, we cannot 
affects the balance of the store, but whenever we re. hope to cover all phases in this skeleton; however, we 


duce it, we must not do so at the expense of tactity 
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Pure-Pak 


JUNIOR 


Automatic 
ICE CREAM 
PACKAGING 
MACHINE 


20 to 60 Pints per Min. 


@ Automatically Forms, Fills and Closes No. 
2 Linertess Pint 


Also Available for No. 2 Linerless Quert, 
or ice Tray Package 
(Preeese on request) 


@ Packages 1, 2 or 3 Seperate Flavors —in 
any of the 3 Types of Packages 


@ Precision-Built by the makers of Pure-Pok 
Milk-Packaging Machines 


Here's an AUTOMATIC packaging machine at the 
lowest price ever made to the Ice Cream Industry— 
and this splendid Junior model is also available 
on an attractive lease-rental plan. The new Junior 
Automatic is now in production .. . place your 
order for early shipment . .. Write today for new 
“Flyer” explaining how the “Junior” operates, 
with complete specifications for installation in 
your plant... Use coupon below. 


Only ‘4950 


PLEASE SEND COMPLETE OFF 
Pure-Pak “Junior” Automatic ie Cream Packaging Machine 
Pot Semi Aviomot ice Cream Pockoging Mochine 
“Senior” High-speed Fully Aviomatic ice Cream Pockeging Mochine (up to 65 units per min) 
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r HE development of fair trade practices in general 
has spread itself across the front pages of 
our newspapers and trade journals to such an ex 
' tent that many of us have lost sight of the tact that these 
«called “business protective measures” do not represent 
Pa “cure-all” tor the small business man 
Granted is the basic value of these measures in protecting 
the ethical merchant against both the unethical operator 
and the great power of enormous quantity buying. Burt, 
beyond the point, “tau trade” cannot support or protect 
the average retail store owner. 
Let us be more specific and apply the problem directly 


4 
the retail drug store. 


Here is represented the most 
powerful and vulnerable outlet for ice cream and dairy 
products in their many and vaned forms. Over 40,000 
drug stores operate fountains and in the great maypority ot 
instances the store owner today is talking more abour the 
security of “fair trade” than any other subject pertaining 
to his business, He likes the idea of buying and selling 
toothpaste, cosmetics, sundries, ete. at the same price as his 
competitor, be he large or small. He is inherently atraid 
of beme “under sold.” 

Possibly you are wondering: Where is the connection 
between 40,000 druggists tair trade and the sale 
of ice cream and dairy products over the soda fountain? 
The answer is sample and of utmost importance to the 
“Faw trade” cannot 
protect Mr. Average Store Owner against smart, ageres 


lee Cream Industry as a whole 


sive and well planned merchandising. His competinon can 
trade” 
brink into bankruptcy 


sell at “tai levels and still push him over the 


He can be “outsmarted.” “outsold” 
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What Price 


‘Fair Trade! 


BY M. L. FINNEBURGH 


Ceneral Sales Manager, Fountain Division 
The Liquid Carbonic Corporation 


and beaten back on his financial heels by the individual 
personality of his competitor's operations. And that’s 
where the story of ice cream and fountain merchandising 
gets its greatest opportunity and deserved recognition by 
those 40,000 druggists. 

He carnes thousands of packaged articles on his shelves 
and in his showcases. His competitor has the same articles, 
the same packages, the same quality, the same product 
reputation, the same customer acceptance, and is backed 
by the same manufacturers and their great national ad- 
vertising campaigns. So Mr. Druggist becomes a “con- 
venience carrier” of these products; he can sell only store 
location and display, but NOT individuality and person- 
ality. 

It's not so with ice cream, dairy products, foods and the 
sada fountain. Here he can create better service, finer 
hnished products, more comfort for the customer, the last 
word in sanitation and “selling atmosphere.” He can create 
store personality that will draw trafhe past the doors of 
hus competition. He can stand alone as the best nerchan- 
diser in his neaghborhood regardless of the equalizing factor 
of “tair trade” practices in his other departments. 

Does the story sound good? Does it appear to be easily 
salable to the retail druggist? Sure!! But are we selling it? 
Does the average druggist recognize the potential of “ice 
cream and the fountain”? Unhappily, the answer to these 
last questions is in a too great a percentage: NO?!’ 

Why? Well, there are at least two reasons: 

|. The average store owner has a very short perspective 
on “how” and “what” to do in reference to good merchan- 
dising. He can’t watch his neighborhood competitor, let 
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he best of metals, insulation and 
component parts —the modern 
machine tools and testing equipment 
~ used in the building of Nelson Ice 
Cream Cabinets are available to any 
manufacturer — if they pay the price. 
But the reservoir of engineering know!- 
edge accumulated through 53 years of 


experience is Nelson's exclusive prop- 
erty. It is that “Something Extra’ every 
equipment buyer gets when he insists 
on Nelson 
Combined with the finest of materials 
and prideful craftsmanship, this vast 
fund of “know-how” explains Nelson s 
leadership in outstanding value and 
dependable, year-after-year low-cost 


performance. 


Only in Nelson Ice Cream Cabinets 
will you get that valuable “Something 


Extra.” It is the reason Nelson is. and 
always has been, a better investment 


MELSON MANUFACTURING co. 


46°60 UNION souievans 
St. 18, MO. 
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alone hind out what good ideas are paying dividends in the 
next city of across the country. 

2. We (the lee Cream Industry as a whole) do not 
bring the story to hum in a logical, forceful, and interesting 
way. Either we don't know our own story oc we are afraid 
to tell it. In both cases we, and we alone, are to blame. 

May we submit that which could be considered startling 
proot of our laxness towards educating the retailer in smart 
fountain operation. We quote from an article of the Octo 
ber 31, 1949 issue of Time Magarine in which the famous 
designer Raymond Loewy is quoted under the heading of 
“The New Frontiers.” 


“The American Soda Fountain is diugraceful; anyone 
who has ever smelled the mid-summer-night stink of 
a sloppy soda fountain—decayed hamburger, sour 
milk, mustard and vanilla—<can never forget it.” 

In view of the importance of the issue and in the interests 
of the Ice Cream and Fountain Industry, we have made the 
following reply to Editor Luce of Tine 
“Dear Mr. Luce: 

“We refer to an article on pages 73.74 of TIME 

MAGAZINE, October 31, 1949 issue, entitled: “The 

New Frontiers,” dealing with unexplored regions of 

ugliness and inefliciency in industrial design. 

“Mr. Loewy (as evidenced by his statement) does not 

know all the answers to everything. The ‘design’ of 

soda fountain equipment has nothing to do with this 
complaint. The so-called ‘mid-summer-night stink’ 
comes not from fountain design but from the effects 
of negligent management and poorly trained person. 
nel. For Mr. Loewy'’s information (and possible 
amazement) the members of the Soda Fountain 
Manufacturers Association and the Ice Cream Manu- 
facturers have, over the past years spent millions of 
dollars in research and design. Today, modern foun. 
tain-luncheonette equipment meets with the most 
exact demands of national, state and city sanitation 
codes. Furthermore, we are proud to state that the 

Seda Fountain Manufacturers Association was one of 

the original and most energetic sponsors of the Na- 

tional Sanitation Foundation which has taken the 
lead in solving sanitation problems of all kinds. Its 
work has received nation-wide acclaim. 

“Fountains today are equipped with sealed fitting 

strips, die-stamped stainless steel lids and top cap- 

pings, sealed refuse containers, automatic refrigera. 
tion and temperature control and hundreds of other 

basic features that guarantee perfect sanitation from a 

functional design standpoint. Sour milk —decayed 


ML. Gee. 
ere! Seles Manager of the 
Liquid Corpore 
Feueteie Division. 
emphases this article, 
besed of « recent conver 
thee tell, the role of “better 
the com 
paige te increase sales of 


creem 


hamburger, etc., represent inexcusable negligence on 
the part of the operator or owner of the establish- 
ment. 


“Possibly Mr. Loewy in his anxiety to interest new 
clients could be of great benefit to the soda fountain 
industry ... he could attempt to redesign human 
nature ... teach people to be clean . . . inspire person- 
nel to respect the customer and their boss. 

“There are thousands of clean, sanitary and worthy 
fountain operations all over America. Our advice 
to Mr. Loewy is to stop patronizing the establishments 
with ‘mid-summer-night stinks’ and go across the 
street or around the corner where he can be properly 
and graciously served. Just one more thought! We 
have seen many of Mr. Loewy’s great design accom- 
plishments look mighty undesirable and unkept after 
the public has had them a while. 


Yours very truly, 
M. L. Finneburgh” 


The Merchandising bottleneck (as expressed by Mr. 
Raymond Loewy) can be broken only through the efforts 
of the Ice Cream Industry (the Ice Cream Manufacturer 

~the Fountain Manufacturer—the Supply and Accessories 


concerns). It is our job to educate and to convince our re- 
tail outlets. 

Some progress is being made. Even now the Soda Foun- 
tain Manufacturers Association has appointed a Merchan- 
dising Committee that looks forward to a senes of meetings 
with committees formed by the [.A.1.C.M. and D.LS.A. 


It is hoped that from these meetings will come a better 
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WIS 


INSTANTLY SOLUBL 
See Amazing Results in Your 


360 Furman Street 
Brooklyn 2, N. 


£ STABILIZERS TO SPEED PRODUCTION AND PROFITS 
Own Plant. Write, Wire or Phone: 


3594 Antisdale Avenue 
EX TRAX oni 
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Inc. FALLS. SOUTH DAKOTA 
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BY C. |. PALMER 


Soda Fountain Manufacturers Association 
Chicago, Illinois 


F THE question “Do you realize how important the 
soda fountain is to your industry?” was put to any ice 
cream manufacturer, he probably would answer: “Cer- 

tainly I know. A large percentage of our product ts sold 
by stores operating soda fountains.” 

Burt | propose to change the wording somewhat, and use 
as a text for this article the question: “Do you realize how 
important A WELL-PLANNED SODA FOUNTAIN 
IS TO YOUR INDUSTRY?” 

The subject is a timely one because, in our estimation, 
most ice cream manufacturers overlook, or ignore, the 
change which has taken place in the status of the soda 
fountain with respect to its functions. 

There was a time when ice cream constituted the bulk of 
the business done by the nation’s soda fountains. Today, 
the most successful soda fountains cater to both appetite 
and thirst, offering quick and economical food service at 
all hours of the day and night. 

While ice cream continues as an important part of soda 
fountain service, and one cannot conceive of a soda foun- 
tain without it, yet the fact remains that ice cream is only 
one part of the service and ice cream sales respond in direct 
proportion to the overall popularity of a soda fountain. 

Ice cream manufacturers should not resent this state- 
ment. On the contrary, they should rejoice at the popularity 
of their principal outlets. The popular soda fountain pro 
vides a better market place for ice cream, whether it is eaten 
on the premises or carned out. The greater the patronage 
at the soda fountain the more people are “exposed” to the 


NOTEWORTHY INSTALLATIONS of soda fountains aff echiewed within 
recent months. ere pictured on this page. At the top is seen the in- 
terior of the Wilton Drug Store in Jesper, indiana. This installation, 
which i¢ thirty-sewen feet in length was executed by the Liquid 
Caerboric Corporetion of Chicago. The counter end top of the 
imetaliation of black feormice. The center photograph shows forty. 
fowr foot founteie jiestalled by the Bastien Biersing Compery of Chi. 
cage in the new Hoot Drug Store in Elthert, Teenty-two 
customers can be seated at the low-founteie counter and they ere 
served by the Basten Blessing Twin-Servy creamer end luncheonette 
writs, A wiew of the Moewroe Creamery: retell cutlet ie Rochester. 
New York. ic hed in the bottom photograph. The soda fountain in 
thi store was manufactured by the Stanley Kaicht Cerperetion of 
Chicago, and represents one of the fountain firm's letest design ides. 
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«Special impregnating 
process insures even 
over-oll waxing 


Bloomer Bros. Deluxe Pails are available in 
these styles: SPEDE-PAC, PEEL PAIL, DIP-PAC 


HESE quality features are important to They come from wholly controlled raw 


you. They mean ease in packaging, materials, modern equipment, rigid inspec- 
protection for your ice cream, and strong tion procedures, continuing research, and 


sales-appeal to the consumer. “know-how” acquired through many years. 


SEND FOR SAMPLES OF THESE SUPERIOR PACKAGES 


BROS. COMPANY 


NEWARK 
NEW YORK 
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CURRENT MODELS being featured by three leoding of 
soda fountele units ore pictured of this poge. The top photograph 
shows what Foremost lnc. of New Yort City considers te be 
one of itt more model. Mode! 8700-3 ic sewer feet long, ond 
features four draft ares. in the center aph is bebtel unlit 
manutectured by the Phesis Sode Fountele Company, inc. of New 
City. This compeny mabes these units in four 56". 6. 
eed 66". All the bebtel models ore evellable completely self-con 
teined—with compressor and of carbonator. Seen in the bottom photo 
greph is the Ace Cebinet Corporetion's Model 87.4. The New Bed- 
ford. firm states thet dimensions of this ere 
feet long by forty end « half inches high and thirty inches wide. fn. 
wuletion « cardboard with concesied refrigeration equipped with 
thermostatic expansion valve says the manufacturer 


delights of ice cream. Their own merchandising efforts are 
supplemented by the appeal of a well rounded fountain 
service. 

But a soda fountain operation cannot realize its full po- 
tentialities unless it is properly equipped to handle the busi- 
ness to which it caters. Lacking adequate facilities, it can- 
not, successfully, compete against stores which have been 
properly planned. 

We in the industry realize the close relationship which 
exists between ice cream manufacturers and their dealers 
and are aware of the weight a recommendation carries. It 
is because of this knowledge that we are making this effort 
to influence your thinking. 


Our theme is that it is neither logical nor profitable for 
ice cream manufacturers, when giving advice to their deal- 
ers, to center attention on ice cream alone. Self interest, we 
think, dictates a broader approach to the problem. 

A. Charles Draper, Supervisor, Soda Fountain Planning, 
Rexall Drug Co., said, in the January issue of Ice Cream 
Fito: 

“We must keep in mind thar regardless of what 
make of equipment we buy, we will gain immeasurably 
by choosing that equipment that is designed to do the 
job in the location, and under the conditions for which 
it 1s planned to be used.” 


If our premise that ice cream sales benefit from the over- 
all success of a fountain operation is accepted, does it not 
follow that the interests of all are served by better planning 
and the installation of equipment which will permit of jus- 
tice being done to all types of service? 

As we have said, it appears that food and beverages, other 
than ice cream, now constitute the largest percentage of 
volume at the average soda fountain. This being true, is it 
not consistent to give the proper weight to this potential 
business” If the business as a whole is handicapped, the 
value of the soda fountain as an ice cream outlet is weak- 


ened. Strengthen the outlet by recourse to proper planning 
and the market for ice cream is expanded. 


If ice cream manufacturers will face this problem square- 
ly thew will, we beliewe, realize chat their best interests lie 
in cooperating with the soda fountain manufacturers in 
promoting the installation of modern, properly designed 
equipment. 

Another factor is the increasing demands from Public 
Health offeials for more sanitary operation of soda 
tountains. 


The soda fountain industry has, within the last two vears, 


Ice Cream Freto, March 1950 


ek 

| 

: 
4 

= 

io 

3 

We 
- 
7 
ve 


the tiny drop... 


“just 
adrop 
in the 
bucket” 
that’s 
how much 
stabilizer 
you use, Com- 
oared with the 
amounts of other in- 
gredients im your formula 


vy But that drop does a tremen- 
dous job 
enceinthesale of yourice creom 


can make a great difter- 


-The 


texture free of ice, the smoothness of 
blended ingredients, the bursting forth of de- 


licious flavor 


performance of this “drop” of stabilizer 


all these may depend on the 


- And the 


stabilizer that delivers exceptional performance in 


the ice cream mix is the new and vastly superior 
English gelatine, SPA. And SPA costs substantially less 


than ordinary gelatines. sx SPA has been perfected bya 


new, unique process to do one specific job...to stabilize 


ice cream Every property, every function of SPA has 
been developed and is ideally suited to the needs, 
the problems and the processes of ice cream 
SPA is a product of B. Young & 
Company, famous for fine gelatines since 
1818. Let us send you a sample, or 
additional information about 


monutacture 


B. Young & Company of America, Ltd. 
20 Exchange Place, New York 5, N.Y. 
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ANGELES 11, Col - 4368 Bivd. 


Cc. J. PALMER Ex 
ecutive of 
the Sede Fourte> 
Menulecturers 
thi article, that ice 
cream manulecturen 
would do wel to 
make careful stud es 
of the equipment 
requirements of the 


destens, and urges 
the installation 
adequate units. to 


pleced a1 te perm’ 
of prompt. econom 
cel and senitery 
ice. 


spent hundreds of thousands of dollars in redesigning 
equipment to conform with the exacting sanitation stand- 
ards which were recommended by the First National Sani- 
tation Clinic, which was held in Ann Arbor, Michigan, in 
1948, under the auspices of the National Sanitation 
Foundation. 

Every possible effort has been made to facilitate the sani- 
tary operation of soda fountains by improving design, con- 
struction and installation procedures. This voluntary action 
of the soda fountain industry should be acclaimed by the 
ice cream industry. Wide distribution of acceptable equip- 
ment will do mucl: to overcome the unfavorable publicity 
soda fountains have received. Both you and we profit by 
the removal of any obstacle which hampers our customers. 

Recommendation of equipment which is obsolete even 
before it is installed will not help the cause. 

Recommending “get by” equipment because of its lower 
cOSt is NOt progress—it is not even good business. 

There are many outstanding examples of successful ex- 
clusive ice cream stores and we have no thought of trying 
to discredit such operations. The very fact that they are 
successful proves our point. Usually these ice cream stores 
are clean and attractive, carry a large variety of flavors and 


have ample storage and service facilines tor we cream. Their 
customers know and get what they want. 

Quite often, also, small “dry” stops are converted to 
“wer” ones by the addition of inexpensive equipment which 
permits of a limited beverage service. It is, of course, ques- 
tionable whether some of these converted stops can meet 
Public Health sanitation standards, but, to all intents and 
purposes, these stores are “in the soda fountain business.” 
As a rule, however, this makeshift equipment adds more to 
the cost of service than would a convenient and sanitary 
soda fountain and, because of this, in the long run is less 
economical. 

Another bad feature of these “conversions” is the fact 
that food items may, later, be added to the service without 
adequate provision for sanitizing multi-use utensils, with 
the end result that Sanitarians step in and the whole busi- 
ness may suffer a loss of prestige. 

We say, again, that the soda fountain is the most impor- 
tant outlet for ice cream, but that maximum results can 
only be attained if the soda fountain business, as a whole, 
is kept healthy by careful planning of layouts and the in- 
stallation of equipment which will handle the job economi- 
cally and in accordance with sanitary standards. 

The attitude of the soda fountain manufacturer may 
appear to be a selfish one. We will benefit directly and im- 
mediately from an increase in sales of more efficient equip- 
ment, but our long range profit will come from the expan. 
sion of the market as a whole and all others in the business 
of supplying soda fountain products will share proportion- 
ately in the upsurge. Because of the importance of soda 
fountains in the marketing of ice cream, any increase in the 
popularity of these outlets will be reflected in the consump- 
tion of ice cream. 

Summed up, therefore, our position is that ice cream 
manufacturers, as the greatest beneficiaries, have everythine 
to gain and nothing to lose by advocatine a more careful 
study of the equipment requirements of their dealers, and 
the installation of adequate units, so placed as to permit of 
prompt, economical and sanitary service. Such a program, 
it seems to us, is bound to benefit everyone concerned. 


SODA FOUNTAINS thet command attention 
and stimulete petronege are pictured below. 
At the left is an installation located in an 
Owl-Revell Dug Store in Los Angeles. This St. 


of St. Lewis, Missouri. 


James 


was manufactured by the Seco Company, inc... 
At the right is « new 
soda fountain set-up recently installed in the 
restaurant 


Heights eree in New York City by the Fisch 
man Philadelphia, Pennsylveria. 
For photographs of other fountein units, tee 
Pages 30 and 32 


in the Washington 
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Fancy You Flease 


ANCY forms and molds are said to be a forgotten 
art in the ice cream industy. Manutacturers protest 
that the high cost of time and labor involved in the 


production of such specialties makes it prohibitive to pro- 
duce them. 

Yet here and there about the country there are manutac- 
turers doing a superlative job on fancy forms and finding 
a ready marker in their communities. Because these spe- 
cialnes are especially attractive during the cold weather 
months, there are signs that more ice cream companies are 
enlarging specialty departments to handle a growing 
volume 

A good example of a retail ice cream manutacturer who 
has built a solid following for these specialties is to be 
found in Dayton, Ohio. Maharg's Ice Cream Plant at 829 
S. Main Street has achieved a reputation for these items. 
The firm's experience dates back to 1912. Headed by Frank 
Mahare and his sons, Frank Maharg, |r. and George Ma. 
harg, the company has built a volume that shows fully 
twenty-five percent of its total sales on fancy forms and 


molds. 


The Maharg operation is concentrated in Dayton and 


PLANT WORKER mold to ture owt ice cream “wedding 
vipoers —ore of the mary specialties of this tied manufactured by the 
Maeherg orgeritation Some of the others are pictured at the top of 
tha pege 
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suburbs with all sales through three retail stores. The or- 
ganization’s reputation was built on a caterer-style high 
butterfar ice cream with low overrun. Through consistent 
newspaper advertising and store displays a steady volume 
on such items as the Baked Alaska, Wedding Slippers, Ice 
Cream Cakes, Pies and Holiday Molds has been achieved. 

Most of the Maharg orders are taken over the telephone 
or through the retail stores well in advance of the date 
required. The firm has encouraged the Dayton public to 
call upon Maharg to cater to all types of parties in homes, 
schools, churches, and in meeting places of fraternal orders. 

The heavy low overrun ice cream is offered also in French 
pint packages containing 16 percent butrerfat and retailing 
at forty cents per pint. Even the standard package of four- 
teen percent butrerfar is sold to the consumer for twenty- 
eight cents. A demand has been filled also for water ices 
retailing at twenty-five cents per pint. 


All Factory-Packaged 


[rt is interesting to note that the Maharg operation is 100 
percent tactory-packaged. No soda tountains are main- 
tained in the company’s retail stores and that has cut per- 
sonnel required down to the minimum of one mature 
woman sales clerk in each store. As the stores are open 
trom mid-morning to late evening, each sales clerk works 
one of two shifts and is relieved by another woman. 

Although no bulk is offered, the packaged ice cream is 
available at all umes of the year in at least twenty tempting 
flavors. No sherbet is sold but there are four flavors of ices 
“Eskimo Pie” and 
retailing respectively at a dime and a nickel, 
and purchased from another manufacturer. 

The packaged ice cream is available in pints, quart bricks, 
seven slices wrapped in a package with no extra charge for 
a special stencil on the slice. The gallon is priced at $3.00 
or eight pint packages will be offered at the same price. 

No food is sold in the stores nor is loose candy handled. 
Packaged candy or bars and bags are attractively displayed 
on the shelves retailing at $1.50 a pound down to the five- 
cent candy items. Other items such as nutmeats and cock- 
tail tidbits are available for the take-out trade. Of course, 
packages of cones, bottled syrups, nutmeats, etc., are well- 
displayed and everything is openly price-marked for the 


consumer. 


carned. The hrm puts up only one ten cent item 
Big,” and that is supplemented by the 
“Popsicles,” 


Chocolates Tie In 


An interesting sidelight on the retailing operation was 
the plan effected during one week in February to introduce 
a new one pound box of chocolates (value: $1.00). The 
chocolates were given free with a purchase of one gallon of 
ice cream. 

The stores are set up usually in residenrial sections but 
on heavy trafhe streets. Parking is available in front and 
at one store located at 2313 Far Hil's Avenue, cars may be 
parked in the rear as well. This is the newest store and has 
been done with taste in decoration and care to best display. 
For example, colorful wallpaper is ured, there is fluorescent 
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BOTH EXTERIOR and interier of the sewest store (top 
center photographs) reflect moders layout ideas seven Frigideire 
cream cabinets representative of the latest principles of retrigere- 
tee end dewge. further the impression of ond 
ie the stores etmosphere. The men responsible 
for the highty successty!l buses: enpoyed by the organization are 
(left te ight, the betteom photograph): Meherg, Jr. whe 
herdies the reteding problems: George Meherg. whe devotes himself 
te production questions and Frent Meherg. Sr. «he oversees the 
entire operation 


a 
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lighting and recessed shelves with indirect lighting over 
the shelves. Wide deep windows make for excellent street 
visiulity and the overall tome is thar inherent in a friendly, 
clean, and uncluttered atmosphere. 

Im this newest store the Mahargs have installed seven of 
the newest style Frigidaire cabinets providing fifty-six holes 
of easily and quickly accessible packaged ice cream stor- 
There us also a four-hole display case made by the 
Grand Rapids Cabinet Company 


age 
In the rear is the Frig- 
waire Air Condinoning Unit which maintains comfortable 
temperatures summer and winter. 

The plant itself is compact and laid out to provide pro- 
duction roam for the wide variety of molds and fancy 
forms. Several specially trained employees long afhhated 


with the company are constantly making up these fancy 


items and decorating them for all types of special events 


SAEED ALASEA. « le Meberg bes echiewed « citywide reputetior 
ter the ice croom firm. Customers eppreciate the fect the? they cor 
purchese this delicecy portions. The item consists of « 
rich ice cream bell «ith « meringue costing thet bas 
bees evenly toasted 


and holidays throughout the year. The forms are secured 
from the American Chocolate Mould Company of New 
York, and the wide wariety of stencils for the sliced bricks 
come from Hallcratt Products Company of Philadelphia. 

There is no delivery service on the fancy forms or pack- 
aged ice cream. Purchasers usually order by telephone, then 
call and pick up the decorated ice cream when ready. To 
protect the take-home orders, a two-quart insulated bag is 


provided. 


Famous Baked Alaska 


The holiday forms and the stenciled ice cream bricks 
are the most popular sellers in the line. However, the Ma- 
hargs have gained a citywide reputation for their Baked 
Alaska which is usually a rich caramel-flavored ice cream 
ball with a meringue coating that has been nicely toasted. 
Another new seller that has caught on in the community is 
the Ice Cream Sampler Box which comprises six party cups, 
each one filled with a different flavor of French ice cream. 
This package, retailing at sixty cents, has proven to be an 
excellent seller, probably because of the variety and the ease 
with which it may be served at home or parties. 

The Mahargs, father and sons, personally run the busi- 
ness, with George concentrating on plant production and 
Frank, Jr, handling the retail stores. General sales and 
advertising polity are determined by all three, who believe 
that the American public will gladly pay a little more for 
an interesting variety of fancy forms and high burtertat 
packaged ice cream. 


PREPARATION OF « of the Maeherg 
molded specialities tystematically acheved m 
the frm ice cream plant ef 879 5. Main in 


Deyton, Ohio 


The novelties on the table [in 
the left photograph) are headed for cartons 
made by the Merethorn Corp. 


the right is the Meherg Bor” This 
consists of an assortment of six diferent fe. 


Pictured et  vors of ice cream in cups and retails for 60c 
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YOU WILL SELL MORE ICE CR 


By helping your retail outlets sell more bulk ice cream— 
you will do a bigger volume! 

Ice cream manufacturers who merchandise with the 
Helmco-Lacy Fountainette are proving this by reporting tremendously 
increased ice cream sales to former “dry stop” accounts. 

It stands to reason—a Helmco-Lacy Fountainette will turn any low 
gallonage stop—candy store, drive-in or refreshment stand 
into a fountain of profitable sales. It's been proved a great volume builder 
by ice cream manufacturer from coast to coast. 

At only $99.50 retail, the H-L. Fountainette which turns every standard 
freezer cabinet into a syrup and flavor dispensing fountain, is your 


best merchandising aid ... and it pays for itself out of increased volume. 

Make this coming season the greatest yet for ice cream profit—do what 
ice cream manufacturers all over the country are doing— merchandise 
with the H-L. Fountainette—write now for details and your cost 


Now celebrating 25 years of service te the fountain industry. 


1215 Fullerton Ave., Chicago 14, Ill. 
Seles Office: 172 25th St, New York 10, 
Westers Sales Office: 958 5. Flower Les Angeles 15, Cal. 
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LST where to begin thus story? I could easily start at 
the wrong end, reach the clumax mm the frst sentence, 
and then coast mto an incoherent and uninteresting 

ending 

So let's begin at the beginning, possibly omitting many 
details which have been part and parce! of our history but 
the reviewing of which ts just a word picture common fo 
common to most businesses. 


most dairies im fact, 


Not a Large Concern 


We are not a large concern as bigness is commonly rated 
Ours us a small plant, thoroughly modern in operanon and 
equipment, serving a constantly growing wholesale milk 
trade and hve retail we cream outlets under our own owner- 
ship and EV W hile wer ate constantly striving to 


improve mn tie al market for milk. cur 


wreatest emphasis is ed upon our manutlacture and sale 


of we cream. In chat we think we do a pretty far job 


BY HOBART McK. BIRMINGHAM 


Born's Dairy Company 
Erie, Pennsylvania 


The packaging of our ice creams has always had careful 
attention, consisting mainiy, until lately, in the change of 
colors and color combination, a re-designing of lettering, 
and similar alterations. The pint and quart packages have 
seen little change in the industry, the rectangular shape 


having proved best suited to the purpose. 


Ever since we began business in 1936 we have sold the 
tamily halt-gallon and gallon units. They were packaged 


in the cylindrical container—not a very exciting package, to 
be sure, but one which served the purpose and had genera! 
public acceptance. Then, one day, along came the idea 
of modernizing or stream lining these larger units 

dressing them up in twentieth century clothes and puttine 


The square package (really the pint and 


them to work 


quart package grown up) resulted. Home retngeration 
de the id tical. Yes, the tamil had 
made the idea practical. Yes, the tamily container had too 


long delayed comine mto manhood, but having accepted 


its obligations it really went to work tor us. 
But don’t get the impression this change was made too 


BROWN- JONES 
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In a good quartet, while each man can take solo parts, they also 
ore able to blend their voices in various combinations to moke the 
best harmony. 


Here at Vanilla Laboratories our good quartet is made up of 


Pures, Blends, Concentrates and Powders. Each can be used 


alone or their various choracteristics can be blended into a flavor 
best suited for the product under study. 


Our Specialists believe there is only one right Vanilla for any 
product. And because they hove this quartet, they are able to 


find it in o surprising majority of cases. 


If you have o Vanilla problem, why not see what our quartet can 
do to make you happy. 


PURES 
anilla Laboratories, Inc. BLENDS 
CONCENTRATES 
Rochester, N.Y. POWDERS 
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fopic of the month 


CREAM FIELDS in 
March w the Seda Fountain, with special empha. 
on Retasling problems, ideas and developments. 


In addition to Installment VI of the exclusive 
series on Soda Fountain Operation (on page 22), 
the osue includes an important discussion of the 
effect of “fair trading” on fountain profits, a 
presentation of the need for well-planned soda 
fountains, and numerous photographs showing 
recent installations by the nation's leading manu. 
facturers of soda fountain units. 


The story on Born'’s Dairy Company on these 
pages is but one of several articles in this issue 
dealing with vital phases of Retailing. As with 
other special monthly features, these “case his- 
tories” are published in the hope that they will 
convey to [Ch CREAM FIELD'S ice cream man. 
ulacturer readers the benefits to be obtained both 
from an intimate knowledge of the retailer's prob- 
lems and from close cooperation with him in 
building an ever-expanding ice cream business. 


hastily. We taiked with housewtvwes—dozens of them—to 
C)} course we found that some of 


had been in the habit of buying the 


anertain their 


imif wht 


round package for years were emphatic ally opposed to the 
change (ne went so tar as tO thar she would ret 
Korn's if the package 


muna, how ever 


She has site changed her 


So finally we made the change Packaging, as | have 


Having decided to 


yo over to squares, we then swughe the aid of artists and 


said, has always been important to us 


in dressing them up nfortunately, the tilustra 
‘ 

thes page doesn t fully portray the results of our 

Horts 


On a rich cream background we have employed the use 
of magenta and a gray shadowing to give us a container of 
harmonious color contrast and simple dignity. It has been 
exceedingly favorably commented 
upon 

In a word what has this new package given us? The 
answer ts a micher looking, more distinctive exterior, one on 
which our name can be most readily read and identihed 
and more universal public appeal because of the saving it 
effects in the home refrigerator. In addition, we have been 
able to store more units in a given space in our cabinets and 
hardening rooms. 

I tee! our story should not be concluded without refer. 
ences to our newest venture in the held of retail selling. 
Erie, like so many other progressive cities, has turned its 
attention to shopping centers. The East Erie Plaza is our 
frst. 


well recerved—most 


Designed by GRC 


Located in a purely residential center of the city, and on 
a national highway, it houses nine allied yet non-competitive 
retail businesses. Born's is numbered among them, a store 
with eighteen feet front x ninety-hve feet in depth, plus an 
It is 
equipped with a low temperature, ten-foot self-service dis- 
play case, cabinets for dispensing cones, modern fountain, 
salad unit and grill and seats approximately fifty people. 
This store was designed by Clyde A. Fowler and the Grand 


additional thirty feet for storage and equipment. 


Rapids Cabinet Company (see photographs on page 40). 


Provision has been made in the store for car service, with 
a separate entrance for the car attendants. The parking 
area in front of the Plaza will accommodate 136 cars. By 
agreement, we use the entire parking area for car service in 
the evening after the other shops have closed. 

While too early to forecast its success or failure. every 
indication points to the Plaza as a timely and popular shop. 
mng center——and to Born’s as a workine member of the 


group. 
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SODA FOUNTAINS 


in New York's famous Times Square, 
with its million visitors a day—from every 
state in the Union— you'll find 
America's leading advertisers. Outdoor 
advertising works for you every minute, 
day and night—there is nothing else 


This attractive girl and the tempting des- 
sert have truly caught the public’s fancy. 
Sales have gone far beyond all expectations. 

Every retailer and ice cream manufacturer 
will benefit from this big advertising job being 
done right now by the Newly Weds Baking 


Co. to stimulate off-season sales of ice cream. 


Outdoor Advertising is perfect for pro- 
moting Ice Cream 'n Cake Rolls. Large, at- 
tractive illustrations in realistic color, with 
a quick message and continuous impact, 
placed near stores handling the product, have 
been responsible for the sale of millions of 
gallons of ice cream. 
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PRODUCTION MEN like them because 
now they are rolled and cut soft, in 
a new, mechanized one-shot operation 
~reducing labor costs 50% over old 
methods. 


SALES DEPARTMENTS like them be- 
cause they're easy to sell in the ap- 
pealing new “Look-In” cartons. 


DRIVERS like them, because they help 
keep up their volume in the off-season. 


MANAGEMENT likes them, because 
they smooth out the production curve 
... bring in profits during otherwise 
dull months. 


# Outdoor Advertising help you, too! 


Alf ages, all types, all income groups are 
reached by Outdoor. And they're reached at 
a time and place when it counts most—when 
they're out going places—right in their own 
shopping areas—near stores that invite them 


to trade. 


Our organization is well-equipped to handle 
your outdoor promotion program. Let us show 
you how inexpensively this tested medium 
can work for your product—day and night, 
summer and winter. See for yourself how, 
dollar for dollar, you can't beat the continuous 


coverage of Outdoor Advertising. 


- 


'n Cake Rolls 


RETAILERS find Ice Cream ‘n Cake 
Rolis have a fast turnover, high mark- 
up and require minimum handling 
because the driver stocks the cabinets. 


OVER 1500 ice cream plants make 
Ice Cream 'n Cake Rolls. Over a half- 
million retailers are now enjoying ex- 
tra profits from Ice Cream ‘'n Cake 


Rolls. 


— 
« 
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Ask your present supplier or send us 
his name, and we will help him get 
you started. 


For further information write 


NEWLY WEDS BAKING CO. 
2453 indiana Ave., Chicago 16, Ill. 


right this minute...and 
all the time... 


Outdoor Advertising 
is on the job! 


Without any obligation on your part, write 
for full details to General Outdoor Advertising 
Company, Incorporated, 515 S. Loomis Street, 
Chicago 7, [linois. 
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bet The Most 
From Your 


BY P. W. BUDWORTH 


ice Cream Cabinet Sales Manager 
Frigidaire Division, General Motors Corporation 


HE sleek new ice cream cabinet lines in use today 
T throughout the country are far removed from the old 

“crushed ice” and “brine-tank™ models of yester- 
year. The days of “packing and salting” are over for the 
retailer and fortunately, the complicated maze of tubes, 
wiring, controls and heavy-duty compressors, which went 
along with the early mechanically-refrigerated cabinet in- 
stallations, have long since followed the horse and buggy 
down the pathway to oblivion. 

This march of engineering progress and production 
know-how on the part of the manufacturers has paved the 
way for a greater volume of ice cream product sales than 
ever before in history. As a consequence, the day is at hand 
when the retail merchandising pattern must be as carefully 
planned as the equipment itself. 

No matter whether your ice cream cabinets are stream- 
lined new models, affording full-length storage space with 
greatly increased capacity, or the older, conventional type 
with “shallow sleeves,” profits can be increased substantially 
by a little merchandising ingenuity and forethought. Al- 
though it is impossible to cover all “merchandising tips” 
in an article of this size, here are a few “thought-starters” 
on the subject. 


Cabinet Location Important 


The location of the ice cream cabinet in the retail estab- 
lishment is one of the most important aspects of increasing 
the sales volume. Although cabinet placement depends 
upon the type establishment, generally speaking, the most 
effective position—one that will go a long way to increase 
impulse buving—is a cabinet in the line of store traffic. 
For instance, I know of one retailer who increased his ice 
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cream sales volume from $50 to $350 monthly by simply 
moving the cabinet from a secluded corner to a spot next 


to his cash register. Winter or summer, not a customer 
leaves his place of business, who doesn’t hear: “How about 


some ice cream this evening?” 


There are many other strategic locations for the ice 
cream cabinets. They can be spotted at check-out stands, 
next to the cigar counter or with component food displays, 
such as cakes, cookies and bakery goods. A good example 
of smart merchandising was demonstrated by a retailer who 
set his cabinet alongside an illuminated nut and syrup dis- 
play and played up “all the ingredients for a sundae at 


home.” 


Ice cream cabinets can also be used as “islands” or as 
dividing counters. A corner position may prove ideal—so 
long as it is not hidden from customers and store trafhe is 
routed by the spot. Above all, do not bury your cabinet in 
a welter of boxes or merchandise. This will hamper “im- 
pulse buying,” Moreover, if the air is cut off from the 
refrigerating mechanism, your operating costs will go up. 


Promote to Sell 


Advertising and promotion are other important phases 
of ice cream merchandising. Keep your full line of flavors 
out in front. (Incidentally, a wide variety of flavors will 
also prove a business-builder in many instances.) Special 
window or floor displays are helpful. Take full advantage 
of promoting calendar holidays and special occasions. In 
the case of restaurants, ice cream can be promoted effec- 
tively by listing the full line of flavors on the menu of the 


(Contmued on page 62) 


45 


4 
_ 
; 


N ie cream manufacturing firm that is constantly 
sponsoring new promotions and merchandising cam- 
paigns to spur increased COMSUMpPtion of its product 

is particularly reliant on its sales force to serve as the back. 
Results of 
these programs invariably are in direct proportion to the 
amount of genuine effort contributed by the salesmen. If 


they believe in what they're selling, and know WHY 


bone of these drives for greater gallonage. 


they're selling it, they'll usually pitch in and provide all-out 
support of the manufacturer's bid to sell more of a certain 
flavor, novelty, or package. 

The Rochester Dairy Cooperative, Rochester, Minnesota, 
with one retail outlet and wholesale routes totalling 289,000 
gallons of ice cream annually, is one organization that 
firmly beliewes in these theories of selling. The firm recor 
nives the salesman’s contribution as the key to a successful 


Enthusiasm 


business and extensive pains are taken to cultivate his coop- 
eration and enthusiasm. In tact, “Operations Enthusiasm” 


represents the firm’s policy in its relations with the sales- 
men. 


A Training Program 


Let's hear trom H. C. Hoialmen, Sales Promonon Man- 
ager of the Cooperative, as to the component parts of this 
policy: 

““Operanons Enthusiasm’ is a training program aimed at 
bolstering the enthusiasm of our sales personnel by making 
them partners in the team of developing, planning, mer- 
chandising, and distributing our products. 

“We cannot expect our salesmen to respond with en- 
thusiasm to every merchandising idea we present to them 
week after week. More often than not we bubble with 
enthusiasm because the merchandising ideas are our own. 
We have sold ourselves but cannot completely sell our 
salesmen. Why not make them a part of our planning? 


(See photograph at top of this page.) By bringing only 


the nucleus of an idea to the sales meeting and letting the 


salesmen develop it we accomplish two very important 
things. First, we develop the ideas with the customers’ views 
more in mind (thus they are more workable), and second, 
the enthusrasm from the salesmen is doubled because thev 
are then a part of the planning. 

"We have found many examples of the salesmen really 
knuckling down to prove that their ideas are good. If our 
salesmen are qualihed to meet the customers to which we 
sell. they are certainly qualifed to imtermoret the ideas, 
trends, and movements of our customers. The salesman is 
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Check List 


r 


CONTAINER BUYERS 


Snug-fitting lids 


Sales growth, brand reputation, plant efficiency — your interlocking bottoms 


ice cream container plays a big part in all three. 
It pays to have a good one. Check this list to see how 


your present — or proposed — container measures up. 
Eye-appealing colors 
Distinctive design 


Free advisory service 


§ Free design service 


Choice of special or 
stock prints 


19, Deliveries scheduled to 
* eliminate big inventories 


From 1 to 10-you get 
them all when you 


Write today for good-looking samples of 
Puritans, plus prices and any information you 
need. Address: Kensington, Conn. or 4711 


Foster Avenue, Chicago 30, IIL. 


Punritan-a Long Established in Cups 
THE AMERICAN PAPER GOODS CO. 


KENSINGTON. CONNECTICUT * CHICAGO 


SINCE 18693 
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our closest contact with our customer; he is the eyes and 
ears of our business. When we permit the salesman to 
function on only the exhaust or outgo side of business he 1s 
not contributing to the betterment of his job, his company, 
or the products he sells. 


Good Observers 


“As the eves and ears of our business the salesman can 
help us develop our business from the outside in, rather 
than developing our own ideas and then presenting them 
to the public. The customer buys only what he wants and 
not what we want to sell hum. 


“Many sales managers do not believe the salesmen are 
qualihed to be good observers. We must train them to be 
good observers! It will not be an easy job. We must crain 
our salesmen to have a general knowledge of the processing 
plant, laboratory, and functions of our credit, sales and 
advertising departments. By informing the salesmen of the 
tunctions of each department, you gain two unportant 
phases of operation: the mutual understanding of each 
other's job tor the exchange of tdeas and closer working 
harmony, and the equipping of your men to do a better job 
selling your products and services. 


Eves and Ears 


“The salesmen hold the torch of our business. It is by 
them and through them that we hil the needs of our cus 
tomers, Through extensive training and a sincere effort 
on the part of management we can raise the standards of 
selling. We will all admit that tor better sales we need a 
better understanding of the public which we sell. The place 
to create this understanding is through our sales force 


the eves and ears of our business - 


lust how the “partnership” between management and 
sales torce is working out is indicated by Mr. Hoialmen’s 


SATISFIED CUSTOMER in the Rochester Deiry Cooperative s 
retell outlet as be chooses @ paectege of the fires twelve per 
cont betterte! <e cream 
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C. HOLALMEN, Seles Promotion Meneger of the Rochester Deiry 
Ceeoperetive, reports better sales, service, and employee relations os 
result of “Operations Exthusioun.” 


disclosure that ice cream sales recorded by the Rochester 
Dairy Cooperative are “steadily increasing.” A gam of five 
per cent in volume was achieved in the company’s last fiscal 
year, at a time when the industry at large was suffering a 
loss of three per cent. Even greater increases in future 
months and years was forecast by Mr. Hoialmen. 


Perhaps the basis for this prediction is the extensive 
popularity that the Cooperative enjoys among Rochester 
youngsters——the kids who'll be tomorrow's majority of ice 
cream purchasers. Once a month, the company is host to 
hundreds of youthful members of the local “Fire Fighters” 
brigade. Movies are shown, songs are sung, and each child 
is given a free ice cream novelty. Fire Department au- 
thorities in Rochester declare that since these meetings have 
been organized, there has been a noticeable decrease in the 
number of false alarms. 


Pays Off Again 


It was in the area of promotional activities involving the 
youngsters, incidentally, that the effectiveness of ““Opera- 
tions Enthusiasm” was demonstrated. Some time ago, the 
salesmen expressed the opinion that the Cooperative ought 
to transfer its radio advertising from one local station to 
another to take advantage of what the salesmen referred to 
as “better type of programs.” The management was hesi- 
tant but decided to make the switch. As a direct result. 
average attendance at the monthly meetings dropped from 
400 to 200 youngsters. Informed of this, the salesmen went 
out, devoted their full attention to an attendance drive, 
and before long, more than 700 kids were showing up at 


each get-together. Once again, “Operations Enthusiasm” 
had paid off! 
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MORE deliveries per day at 
lower cost per delivery... 
new time-saving and cost- 
saving features! These advan- 
tages are being reported by 
truck operators in the ice 
cream industry who have the 
sensational White 4000 in 
their delivery service. 

The new White is a sales- 
man on wheels, operators 
report...aond crowded city 
streets and congested trafhc 
only emphasize the advan- 
tages of the new 4000 in 
multiple stop delivery service. 


THE 


Better Maneuverability 
WITH ALL THESE extra 


COST-SAVING ADVANTAGES 


WHITE MOTOR 


This new kind of truck is 
miles ahead because it sets a 
new standard in truck effici- 
ency. Its functional design... 
its new weight distribution 
principle... its revolutionary 
approach to reducing truck 
maintenance costs—these 
are all exclusive advantages 
that make the new White 4000 
a profitable investment that 
pays dividends for years. 

Your White Representative 
will be glad to show you how 
the sensational new White 
3000 can be profitably used 
in your business. 


COMPANY 


Cleweloed |, Ove, U.S A. 
WHITE MOTO® COMPANY OFf CANADA « FACTORY AT MONTE 
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IMPROVED VISIBLITY IN ALL DIRECTIONS... 
HELPS THE DRIVER BE A BETTER 


ay 
Pewer- ter com- 
me 
costs. 
Mew setfety features 
Steves driver time end 
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THAN 50 YEARS THE GREATEST IN TRUCKS 
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THE WINDOWS GET DRESSED UP 


ELIEVING point-of-purchase advertising to be one 

one of the most powerful of all advertising media, 

the Ulinois Baking Company has developed a $50,000 
program designed to stimulate the setting up of 40,000 
window disnlays featuring ice cream throughout the coun 
try. 

A contest tor retailers of ice cream is the key phase of 
the program. Since October 1, 1949, every case of Safe-T 
Cones and Cups has contained a registration card; when 
this card is filled out and returned, the retailer receives an 
entry blank, complete instructions about the contest, and 


an clectrically-lluminated window display set. 


Included in the kit provided by the cone concern is a 


large clown display card complete with red bulb nose; 
electric cord and flasher; display cards for cones and cups; 
a roll of crepe paper: cone and cup pennants; instructions 
and entry blanks. The retailer then has the materials to 
which he can apply his ingenuity in order to compete for a 
share of the generous prize mone 

Lnder the rules of the contest, the retailer builds a win 
dow display in one of his best windows using the cone and 
cup uke products of the [hnoss Baking Company, and 
additional material obtained from his ice cream manutac 
turrer. He then takes a photograph of his window dis 
play and sends Two comes To the cone Company, providing 


also the name of his ice cream manutacturer and a certihea. 


sO 


In an effort to stimulate in- 
terest on the part of retail 
ice cream dealers in point- 
of-sale displays, the Illinois 
Baking Corporation ts spon- 
soring a $50,000 contest in 
which each and every entry 
wins a prize! Read how an 
effective window display 
can make a retailer thou- 
sands of dollars richer. 


tion that the window in the photograph was on display for 
at least thirty days. 

Each contest entry received by the Illinois Baking Com. 
pany's Chicago office automatically earns a prize of $1.00 
as well as a chance to win $10,000 in additional prizes. 
The awards, 1,353 in all, are divided as follows: 

a) $1,000 un cash goes to the retailer tor the best 
arranged and best looking window. 

b) $500 goes to the second best entry. 

c) $250 goes to the third best entry. 

d) $25 goes to each of the next 100 entries. 

¢) $5 goes to the 125 best monthly entries, for a 


total of 1.250 since the contest runs ten 
months. It ends on July 31, 1950, 


It has been estimated by the cone company that 40,000 
retailers will enter the nationwide contest. To help these 
we cream dealers build displays and sell more ice cream, 
each retailer's ice cream manufacturer is notihfed by the 
liners Baking Company when the retailer registers for 
the contest. 

The net result? A record-breaking 40,000 window dis- 
plays featuring ke cream, the creation of nationwide in- 
terest in the ice cream manufacturers’ products, and, in- 
variably, increased devotion by the retailer to the task of 
selling more and more ice cream, 
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Known the 


Sherbets and Ices 
are made with | 


ure-Bet 


keeps 


A 


~ 


For Over 25 Years...The Quality Stabilizer for Quality Sherbet and Ices 


SURE-BET is economical 


BA~PE~C © The All Purpose Emulsifier for Quolity ice Cream’ 


You Will Make a Better Product When You Use 


Ice Cream 


Sherbet and ice made with SURE-BET cut clean when dipped . . . retain their form 


hen ed 


SURE-BET prevents “bleeding” 


that detract from eve-appeal, 


SURE-BET produces a firm sherbet and 


process and during storage. 


have an excellent 


“goes along way” . 


‘melt-down” and greater eve-appeal. 


...» Minimizes surface crustation and the “white spots 


‘that retains free moisture during the freezing 


produces a product that sells better 


A: CTIN 
RODUCTS 


CHICAGO ILLINOIS 


COPEMA the Qvelity Stabilizer Emulsifier for High Quality ice Cream* 


FRUIT TOPPING POWDER fo Setting up and Tender izing Cold Pack or Processed Fruits ond Fruits ond juice 
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Che Most Profitable Medicine 
For YOUR DRUG STORE ACCOUNTS... 


1S A POPULAR, PROFITABLE, WELL-PLANNED 
SODA FOUNTAIN DEPARTMENT! 


The modern Fountain installation, well equipped, well planned and well operated, is a sales 
and profit booster tor every department of the store 


Consequently, by urging your Druggist accounts to modernize their Fountain facilities, you are 
doing him a real service as well as constructively building increased gallonage for yourself. 


To do this effectively requires the best of experienced planning, (the ability to determine the 

best layout for maximum results at the most economical cost), and that is where GRC can 

render a tremendously important service. For many years we have 

planned and equipped Fountain Departments that have proved ex- 

ceptionally successful. Furthermore, GRC Fountain and Luncheon- 

: 3 ette Equipment, as so many of you know from experience, has the 

GRAND quality, the customer appeal, and the life-long dependability that 
R API Ds makes it the finest investment of this kind that can be made. 


CA BINET There is no better teme than RIGHT NOW, to find out what we 


can do tor you. Drop us a line. 
COMPANY 


GRAND RAPIDS, MICHIGAN 
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Draper 


——+trom page 24 


show a number of layouts which portray 
the bulk of the various types. Many ¢ 
variations are possible and necessary to ~ 


solve specihe problems and we hope to 


add to these from time to time. The 
general types follow: 
A. Straight rail—all stools. 
1. One food station, one soda station, dishwashing in 
counter. 
One food station, two soda stations. 
a. Dishwashing in counter. 
b. Dishwashing remote. 
3. Soda in counter, food and dishwashing remote. 
4. Food behind pass-out window, with dishwashing either 


in counter, but generally remote. 

B. Straight rail, with booths added. 

| to 4 inclusive. Will apply at times, but in varying 
degrees. 

C. Bay-type fountain—generally all stools, bur at times, 
booths will be added, and so will complexities of layout. 

D. “L” type—all stools, does not lend itself to booths. 

E. “]” type and other modifications of the “L.” 


ty 


Typical “L” Fountain 


The accompanying chart shows typical “L” fountain 
(Rexall’s new approach) with detail added. 

Although only the stationary equipment is labeled, we 
also label all portable equipment. This system allows field 
personnel! to set up fountain completely as it has been con- 
ceived. Incidentally, the thinking of operating personnel— 
both at headquarters and in the field—is reflected in these 
layouts, as they have been developed to solve the very prob- 
lems with which operators are faced. 

Cost and operational set-ups have been deleted since they 
are confidential operating information; however, we are 
happy to share the basic idea with our friends, the forward- 
thinking operators throughout the country, who we feel 
must be faced with the operating enigmas of the present. 


Typical “J” Fountain 


This layout has been designed for the higher volumes of 
$15 to $20 per stool, It is a further development of the 
“L” type fountain and will operate with equal, or better, 
efhciency at the higher volumes as long as all of the basic 
functions are kept in proper balance. The upward curve 
of the “J” allows shortening of this “hot” station to place 
the stools closer to the food station. This also allows place- 
ment in a narrower than normal store. The visual window 
helps sell the fountain to passersby. 


This layout gives the advantages of a bay in condensa- 
tion, setting in a small area without the service disadvan- 
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tages of the bay-type fountain. Because of the heavy vol- 
ume, even though the layout is loaded with facility, we 
have added the conveyor to further speed up the dish- 
washing function, and to eliminate to a minimum cross 
trafhe necessary in bussing in a heavy volume fountain. 
This layout, again, accomplishes our goal of opening up the 
balance of the store for a powerfully merchandised drug 
store. The layout has the ability, because of quick turn- 
over on the stools, to out-produce fountains of other types 
with twice the seating capacity. Therefore, the percentage 
of depreciation for the equipment is low and the operating 


cost is again much lower than in conventional type layouts. 


This layout is predicated upon the use of specially de- 
signed fountain equipment and if other types of equipment 
are used in it, all of the conditions must be re-studied for 
proper balance. I am confident that manufacturers of 
equipment have the know-how to build equipment to meet 
any condition, if the operator is sure of what he wants. 
Naturally, if equipment is built to order, to a special de- 
sign in lots of one or two it is going to cost more than if 


produced by dies. 
Typical Straight Rail Fountain 


This layout is similar to the counter portion of our 
World Headquarters Gales’ Room, designed for volumes 
of upwards of $10 per stool in the Southern California 
area. It was designed as a straight-rail fountain to take 
advantage of the building shape. Because we felt this was 
the proper location within the store, we used the fountain 
back wall to “square off” the store, giving us the triangular. 
shaped kitchen. 


This fountain is producing according to our “proforma” 
according to the specihe conditions prevailing in the loca- 
tion. Also, it is so designed that it will operate efficiently 
either as a kitchen store, or if commissary-served, with very 
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little loss im depreciation and little—if any—-loss in efh- 


The Ideal Layout 


This layout, we might say, is mus-named. Ir ts meant to 
be a thought provoker. Obviously, we could not hope to 
have a layout of this type in a drug store, since there 
would be no drug store left. However, if we attempted to 
place everything in the center, our layout might look like 
this. This type layout might conceivably work in a restau- 
rant, assuming that the kitchen could be placed within the 
curcle. We know of one such similar layout that exists in 
San Francisco. It is one of the stores of a large sandwich 
shop chain. We have been told that it takes a very high 
volume to support this type layout, since it must depend 
upon its own trafhe-pulling power to survive. 

At the bottom of the illustration, we have extracted the 
elements in the circle and projected them im a straight 
line, which approaches our principles in laying out foun- 
tains to enable us to properly balance the four basic func 
(See Page 56.) 

We are including this layout merely to show the varia- 


tions that are possible in layout, keeping im mind at all 
times that we must have the four functions balanced prop- 
erly to the potennal volume to enable the founta‘n to op- 
erate prohtably at the lowest operating cost. 

WITH STRAIGHT 


XIV. COMPARISON OF 


RAIl 


I am going to attempt to prove that the “L” fountain, 
with its variations will not only operate with less payroll, 
bur is actually cheaper to install than the straight rail 
fountain to do the comparable volume. 

By moving our pattern to form an “L,” we see that we 
have the four basic functions properly balanced 

1. Tee Cream in each leg, properly backed up by shelves 

for all facilities. 
2. Food in the center, flowing one station in either direc. 
thon. 


STRAIGHT RAIL Fountain was designed 
by the Resell orgenizetion for stores 
doing « volume of upwards of ten dol- 
lers per stool in the Southern Californie 
eres. This leyout simier to the counter 
portion of the Resell World HMeed- 
querters Gales Room and was designed 
to take advantage of the building shepe. 


3. Dishwashing in the corner, with short runs in either 
direction, and dirty drops strategically spaced in each 
station. 

4. Customer service is under the counter on the top shelf 
of dirty drops and on the backbar. 

Please note that the total length of the fountain from the 
stools at the entrance to the inside wall is only forty-one 
teet, while it takes up only twenty-seven feet on the inside 
wall, opening up the store for powerful merchandising. 
Let's compare the space the “L” fountain takes up in the 
store with that of a straight rail. 

Suppose we straighten out the fountain. By doing so, we 
have actually gained a stool, making a total of twenty-seven 
Obviously, a straight-rail fountain of this size 
needs to be placed against the long side of the store, and 
in this case, would take up a minimum length of forty-nine 
feet, and would greatly decrease the merchandising space 
of the store. 

Let's analyze what this does to our service and our po- 
tential: 

We have two ice cream stations. 

We have food station in the center. 

3. We have dirty drops and customer service balanced. 

4. But we have no dishwashing. 


stools. 


We have two alternatives: 
a. We can eliminate the rear ice cream station, and 
place our dishwashing in this section. However, if 
we ecluminate the rear ice cream station, our twenty- 
seven stools no longer have the volume potential, 
since the service in the rear station will be poor. 
b. We can add the dishwashing section beyond the rear 
ice cream station. This not only adds seven stools to 
the counter, but also backbar equipment and super. 
structure as well, which adds cost to installation. 
We now have a standard 31-stool fountain, and if we 
placed one stool on the rear, it would give us thirty-two 
stools instead of twenty-seven, set along the inside wall. 
Fountain now takes up hftty-nine feet. 

Had we installed a straight rail at this location, we would 
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“New Empire Giant Wafer increases 
ice Cream Sandwich Sales Up To 300%!" 


That's the happy report of merchandising-minded 
ice cream manufacturers everywhere about the 
new EMPIRE GIANT WAFER! The Empire Giant 
. ..just as the popular Empire Standard Wafer, 
stays crisp and fresh in your hardening room and 
in your dealers’ cabinets. And the rich chocolaty 
flavor has made Empire Wafers flavor-favorite in 
the ice cream trade for two decades! Why wait? 
Write for sample today! 


PS Check on our new wofer for FIVE CENT 
SANDWICHES! 


PIRE BISCUIT 


EMPIRE 


\ 

: 
Division of Airli 
1, 
Cream Frevo, M 


have taken up practically the entre length of the store 
with the fountain and probably would have ended up with 
the third wall of 4 10 wall cases, and would have effec- 
tively separated the fountain from the balance of the store, 
which ws one of the evils which dictated planning of the 
“L” fountain. 


From past experience, we know definitely that a foun- 
tain of this type demands a higher payroll to operate and 
because of the long runs, it cannot possibly give us as fast 
service as the “L” fountain affords. 


Let's take a look at the cost. Since Fountain “A” has a 
kitchen that commussaries to four other 


stores, it compares 
tavorably taclity-wise to Fountain “B.” 


so we will use the 
fountain for a comparison: 


owntan 4 owntan 


Heavy equipment, 
>? 

sears $22,000 (approa $45,500 (appros 


Opening det 


This is double the cost. and even if we deducted the cost 
ot the conveyor (about $2,065), 


it would still make Foun- 
or a straight-rail fountain, cost considerably more 
than an “L.” Naturally, 
tair for a true comparison, such as 
heavier leasehold at Fountaim 


fountain 
involved, which are not 


there are other tactors 


because of the type 
building and the amount of space the fountain occupies. 
The tact that the kitchen is on the same floor in high rent 


INFORMATION ise YOUR DEALER O8 
HORE MACHINE. ‘Corporatio 


Bal? 


EVERYTHING 


ati watwine 


space than Fountain “A,” where the kitchen is in the base- 
ment might alter these figures somewhat. However, even 
if the locations were identical, the straight rail would cost 
more than the “L” fountain. 

When we consider that Foutain “B” was set up tor $350 
per day for the first three years (It is now doing $370 per 
day at $11.30 per stool), it compares wi td with 
Fountain “A” ($350 to $450 per day) ; however, the cost of 
installation was considerably more than Fountain “A,” 
only in dollars but in percentage of depreciation. 

From this, we can assume that the “L” 
many advantages over the straight-rail. 


not 
fountain has 


In addition to al! we have presented, there are many other 
functions and services to consider in planning soda foun- 
tains. A partial list tollows: 

Kitchens 

Remote Dishwashing 
Stockrooms 

Bakery 

Commissary 

Air Conditioning 
Floors 

Lights 

Ere. 

We cannot hope to cover all there is to know in the 
space alloted. WE HAVE JUST SCRATCHED THE 
SURFACE. We are happy to pass on to our friends some 
measure of what we have learned over the years in planning 


SODA FOUNTAINS. 


Tce Cream Fretp, March 1950 


; 
5 
: 
TAT 
/ 

< 
4 
a 

; 

. 


tributes to the quality 
our products 


RN SYRUP. 


"fining co. 


| 


5CK CREAM manufacturers have found Puri- 
tose high conversion Corn Syrup performs better 
of consistently uniform high quality. 

In the manufacture of ices and sherbets Cerelose 


has won much favor... producing smoother 
products with a minimum of ice crystals. of Corn Prodwets Refining Company, Mew York, MY, 


Fulltechnical service, no obligation 


CORN PRODUCTS REFINING COMPANY, 17 BATTERY PLACE, NEW YORK 4, N. ¥. 
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Damp Tes super enamel! ean be applied to surfaces 


meveture, heat. fumes and many other en 
comditiens, tie water proef film retards de 
mereases efhoorncy, turns depressing. 
intevhors gle aming poreriain hy 
Resistant te fungus, caustic solution, 
and lactw tine «oat cowers 16 


white and colors, Used in over 8.467 plants Write 


tor our trial offer 


STEELCOTE re CO. + ST. LOUIS, MO. 


THE CREAMERY PACKAGE MPG. CO. 
Diet of Dame Preducts te the Dewy 
Genera! Office W Blvd. 
ALSO SOLD CANADA. COEAMEPRY PACKAGE MIG. CO 

OF Canada, 247 ting 2, 


Fair Trade 
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coordinated and planned program of telling the “Ice Cream 
Merchandising Story” to the retail store owner. 

Possibly the real weakness lies in our lack of sales pro- 
motion ability. We ask the questions: Do we sell or do 
we merely supply? Do we just replace old broken down 
fountains or do we attempt to sell new equipment before 
the old equipment has stamped the stigma of obsolescence 
and poor merchandising so deeply into the reputation of 
the store that complete recovery is impossible? Do we 
merely replace empty ice cream cans or do we sell the idea 
of multiple flavors? Do we toss a handful of ice cream 
streamers and placards on the counter slab or do we sell 
the beauty and eye appeal of our advertising material? The 
answers are all too obvious. We could actually be dubbed 
“complacent suppliers” and certainly not aggressive and 
hard-hitting exponents of “sales promotion.” 

In this lack of planned effort can be found some of the 
reasons why ice cream production figures have dropped 
from approximately 750,000,000 gallons in 1946 to about 
530,000,000 gallons in 1949!! The picture is even worse; 
during that period there had been about 50,000,000 gallons 
increase in package sales, so the total bulk loss must be in 
the neighborhood of 270,000,000 gallons. 

We believe the initial approach to better ice cream mer- 
chandising can be set in two classifications: 

|. Elevate the standard of sales technique. 

2. Get rid of “order takers” and hire “salesmen.” 

Is it not a fact that the average salesman in our Industry 
preaches—"I can get it wholesale for you"? Does he not 
try to obtain and to hold his account through “doing 
favors”? Figuratively speaking he will act as “wholesale 
buver,” “errand boy,” “baby sitter” and “professional 
chiseler” or his retail account but seldom finds the time, 
effort and ability to help merchandise his own products. 
These are rugged statements—the kind we are prone to 
throw off or deny—bur they are true to greater or lesser 
degree throughout our entire industry. We are to blame 
(the composite of the Ice Cream Industry) and must do 
something about it if the real potential of the future is 
to be attained in per capita consumption of ice cream and 
dairy products over the Soda Fountain. 

Perchance the following six “selling psychology char- 
acteristics” can be developed as an aid to better merchan- 
dising: 

|. THERE IS GOLD IN OUR FEET. (Lead else. 
where). Let's get out and tell our story to the retailer— 
expose ourselves to the trade—travel with our sales repre 
senatives in order to find out if they do or do nor sel! 

2. WE SELL OR WE SINK. Bwy sales effort and sales 
effort alone can we tell Our story and keep it sold. 

3. WHY DID WE LOSE THAT CUSTOMER? 
Study each failure and gain from the knowledge of our 
mistakes or weaknesses. 

4. LICK THE COMMON ENEMY—FEAR. Fear 
usually is based upon ignorance. Lack of full knowledge 
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sales you've ever had, take advantage of 
ICN’s complete novelty program — equip- 
ment, products and promotion. 
WRITE! WIRE! PHONE! FOR FULL 
INFORMATION TODAY! 

‘ce Cream Nouellies, me. 


110 MURRAY STREET, NEW YORK, N.Y. 
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: Pac not too late! For the biggest summer 


Just as the orchid’s delicate beauty attracts 
the eye, so does the subtle flavor of vanilla 
tempt the taste buds. That's why when 
people ask for ice cream, they say most 
often—"Make mine vanilla”, knowing that 
this orchid of flavors enhances—but does 
not overwhelm—the food it touches. 


In this respect, Michael's Mixevan reaches 
perfection among vanilla flavorings. The 
success of this powdered vanilla, which is 
made from the vanilla bean and vanillin 
derived from tropical spices, starts with 
the bean itself. 


in this space from time to time, David 
Michael & Company will tell the story of 
this most glamorous bean in the world, 
which requires careful hand-pollination 
... the growing of support trees . . . many 
long months for maturity . . . curing under 
the sun and in the shade . . . and rare 
father-to-son skills of the vanilla farmer. 


The Care and Feeding of 

4 the Vanilla Bean is also the 

story of Michael's own plan- 

the orchid tation, curing shed and re- 
search laboratories in Puerto 


and the vanilla bean are wr Rico — where work goes en 


so that you may have better flavoring, 

produced less expensively. No other manvu- 
sisters under the skin facturer of vanilla flavoring is doing such 
work ... which means only Michael cus- 


and one IS as glamorous tomers have assurance of highest quality 
from the bean to their mixing rooms. 
as the other 


Other Products by 
for Specie! Uses 
TRUE VANILLA SUGAR 


for custom mode cream 


TWIKT for popwviler priced 
<e (ream 


TITAN for use in 


DAVID MICHAEL & CO., incorporated 


Half ao Century in the Flavoring Field 
3743-63 D STREET - PHILADELPHIA 24, PA. 


why not have our representative run a test batch for you 
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of our products, the profit story, and basic merchandising 
leaves our representatives vulnerable to the “non-interest” 
of the stubborn or price-minded buyer. To know our busi- 
ness is to dispel fear. We should sell with the Spartan 
courage of “know how.” It breeds confidence and atten. 
tion in the mind of the prospect oc the customer. 

5. UNDERSTAND THE RETAILER'S PROB. 
LEMS. Know the answers to his particular needs and build 
his enthusiasm and interest by showing OUR interest in 
his welfare even beyond the point of sale. 


6. PRACTICE THE HUMAN SIDE OF SELLING. 
Mental honesty is just as necessary as physical honesty in 
the handling of our trade. Be not afraid to tell him the 
truth as to our opinion of his store operation. Let's be his 
trusted counselor, not his weak-kneed supplier. Take an 
interest in his family, his local social, political and business 
affairs. Build his interest in him. It’s a contagious equation 
—this art of selling the human side of business understand- 
ing and compatibility. 


So much for selling psychology; now back to the selling 
facts about ice cream and the soda fountain. We have a 
tremendous story to tell!) NO OTHER SUPPLIER TO 
THE DRUG TRADE CAN COME NEAR IT, much 
alone equal it! Can they match the following six facts 
about ice cream and fountain operation? 

|. The fountain is the greatest trafic builder in the 


store. Over fifty per cent can be traced to food and 
refreshment sales! 


PROFIT on stick 


2. The fountain enjoys an inventory turnover of from 
forty to one hundred tumes a year’ 

3. Top bracket profit possibility—from twelve per cent 
to fifteen per cent (sometimes even higher)! 

4. The fountain offers Universal appeal. Every man, 
woman and child that passes the door is a potential cus- 
tamer. Not so with cosmetics, patent medicines, sundry 
items and tobacco. 

5. The fountain leads in sales volume through “multiple 
sale.” Purchases of food and refreshment are the best 
prey for those hundreds of items on display in the store. 

6. The fountain offers the only answer to store per- 
sonality. It’s the means by which the druggist can draw 
trafhe into his store and thereby sell more than his share of 
those fair trade items! 

We must not let the retailer hibernate in the false im- 
pression that FAIR TRADE is his fairy godmother. 

May we repeat? Fair trade will protect him against 
monopoly and unethical competition, but that is the limit of 
its assistance to him. 

If we SELL soda fountain and ice cream merchandising 
instead of merely “supplying” we shall be the security and 
profit maker for the druggist. Per capita consumption of 
ice cream will INCREASE and the benefits will filter 
through our entire industry. 

Shouldn't we, therefore, combine our best efforts in 
selling the story: 

"YOU CAN'T FAIR TRADE MERCHANDIS. 
ING”? 


There's nothing to it—get your plug 
it in—and in business in the fastest 
growing industry in the country. Turn out $00 to 


2,000 pieces per day depending on unit employed 


you re 


with a minimum of manpower and a complete cost of 


from 20c to 48 per dozen (water ice and ice-cream bars), 


@ Especiatiy designed for iow cost eoperetion. 


@ Ne instolletion —just plug it in. 


@ Shipped 


ment eveileble, if desired. 


Boked White Duiva cobinet with steintess 
steel tep. Easy te cleen, on idea! displey 


rigerotioe 
Eagineeriag 
Cerperet 
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complete with Self-Centeined 
Retrigerction System. Sterege compert- 


PRODUCTS DIVISION 
2020 NAUDAIN STREET, PHILA 46, PA. 


We con offer deliveries 
fer Merch end April... write 
NOW fer RECO coteleg ond 
prices. See the meny sizes 
ranging trem 40 te 6,000 
deren per day copecities. 


"Fell, Winter ond Sering, tee. 
verte every 
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Get The Most 


ery 


day. Don't forget “specials.” Then too, clerks and at- 
tendants should “talk” we cream. Such reminders as “ice 
cfeam i exceptionally nutritious, yet non-fattening,” “ice 
cream is satisfying without resulting in that uncomfortable 
too-full feeling,” or “we cream is a quick dessert” make 
sense to an otherwise apathetic customer. 

It the cabinet is used to sell packaged ice cream and 
novelty items, merchandise should be kept in neat, orderly 
arrangement at all times. Flavors should be kept separate. 
Stop and consider the grocer who allows his shelves of 
canned beans, corn and other vegetables to become dis- 
organized. Hus cate of turnover naturally decreases with 
this hunt-and-pick system in effect. Ice cream is no excep- 
tion. Moreover, continuous handling of we cream packages 
will cause melting and lower the quality of the product. 
In addition, operating costs increase because the lids of 
the cabinet will be open for longer periods of time if the 
packages are not in orderly arrangement. Flavors should 
be labeled clearly, if not boldly, on each carton so that the 
clerk of customer can tell at a glance what kind of ice 
cream is contained inside, 

The very nature of a dairy product such as ice cream 
calls tor extreme cleanliness. Ice cream, whether in bulk 
or package, becomes unappetizing to the customer when 
it is removed from a dirty, stained cabinet. On the other 


For bes! quality, Ira Wilson & Sons Dairy, De- 
troit, Michigan, wanted to cool mix to 32 34 

F. and hold at that temperature. To do both 
jobs in the fastest. most economical way, they 
installed Mojonnier Cold-Woall Tanks. Mere is 
@ typical example of Mojonmer experience in 
action one of thousonds of seam weided, 
direct ammonia cooling equipment installations 
Cold. Wall Tanks were introduced by Mojonnier 
10 years ago, ond since that time have been 
furnishing fast, sofe, dependable cooling in 
plants like tra Wilson's everywhere For com 
plete details, write 


MOJONNIER 8805. CO. 
460! BT. CHICAGO 44. hi 


Othe: dely vied eng ceered equip 
ment for the tte Cream tadwatry iacihudes 


Compact Ceclers Tubular Cootera JZone-Contro! Vats 


tee Cream Can Conveyors Mes Testers 
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hand a clean, attractive cabinet will go a long way im stumu- 
lating the buying urge. 


Keep It Clean 
In the first place the cabinet should be wiped with a damp 


cloth, periodically. A surface renewing agent will add to 
the luster of the cabinet. If the top is stainless steel, any 
good metal polish will enhance its appearance. Ice cream 
drippings, water, and other marks should be wiped off as 
fast as they occur. Lids can be washed with cool water 
and a mild soap or detergent. Naphtha and other similar 
solvents should not be used. If the cabinet is equipped with 
rubber collars, these should be cleansed with luke warm 
water and mild soap, then be thoroughly rinsed. Naturally, 
the storage compartment should be washed down from um 
time. 

“A penny saved is most certainly a penny earned” when 
applied to the ice cream merchandising activity. High 
operational and service costs can very well eat che heart 
out of profits. The wide-awake retailer knows that exces- 
sive frost takes up valuable space in the storage compart. 
ment, hampers efhicient operation of the refrigerating mech- 
anism and causes the operating costs to spiral upward. Frost 
should be checked closely and removed when it equals the 
thickness of an ordinary pencil. A wooden paddle ts recom- 
mended. 

The answer to high operating and service costs can be 
found in most manufacturers’ instructions issued with the 


Cut-Wrap Machines 
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cabinets. Here are a few helpful suggestions to follow in 
lieu of an instruction sheet: Don’t tamper with equipment 
that you don’t understand; don’t pile boxes or other articles 
against the compressor grille or a self-contained model or 
around a compressor installed remotely; employ scuff plates 
in the bottom of the storage compartment when metal ice 
cream containers are in use, and don’t use the cabinet lids 
for “ice crackers.” If the cabinet is refrigerated by a sealed 
rotary compressor, it is oiled for life. However, if the unit 
is a reciprocating type, follow the manufacturer's instruc- 
tions for oiling of the motor. 

If your compressor fails to function—use common sense 
before calling the service man. Here is a quick check list: 
Is the main switch open? Has a fuse blown out? Is the 
power shut off in the building? Has the extension cord plug 
been pulled from the socket? Is there sufficient air circula- 
tion around the compressor? Has the cold-control been 
turned to an “off” position? If none of these fill the bill, 
then it is time to place your call to the service department. 


P W. BUDWORTH, Ice Cream Cabinet 
Sales Manager of the Frigidaire Division of 
General Motors Corporation. gives some 
valuable “tips” in this article as to how the 
maszimum amount of profits can be extracted 
from the average reteilers ice cream 
cabinet 
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Ordinarily, ice cream cabinets should be inspected by a 
service man about every three months to forestall break- 
downs. Ordinary type condensers should be thoroughly 
cleaned about four times each year. However, some of the 
newer models, with the condensing unit mounted under- 
neath the cabinet, do not require this particular service 
Also, switches and controls should be checked every ninety 
days. 


A specific example of reducing service costs came to my 
attention a short time ago. An ice cream manufacturer with 
about 7,000 cabinets in the field found that his 50-man 
service department had difhculty keeping abreast of in- 
coming calls. He made an exhaustive study of the situation 
and found that the majority of calls received were “break- 
down” notifications. He immediately initiated a policy 
calling for inspection of each cabinet every three months. 
Over a period of time, he found that the service calls had 
decreased by about sixty per cent. As a result, seventeen 
service men were able to adequately take care of a job 
that had previously required fifty. 


In the final analysis, the answer to more ice cream sales 
and profits borders on the “elementary.” A greater mar- 
gin of profit from ice cream is possible if the sales volume 
is increased, while operational and service costs are held at 
a minimum. Keen merchandising insight, plenty of pro- 
motion and hard work will take care of increased ice cream 
sales. A better understanding of your ice cream cabinet 
and good old-fashioned common sense will help keep op- 
erating and service costs at a lower level. 
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Ice Lream Production 


CE cream production for the year 1949 has been 
at gallons by the Bureau of 

Agricultural Economics of the United States Depart- 
ment of Agriculture. This was three per cent leas than 
the industry's output for 1948, which came to 573,544,000 
gallons. 

The State of Washington, one of the few states to 
achieve higher gallonage in 1949, enjoyed the greatest 
percentage of increase of any state over its 1948 output. 
This West Coast state produced 8,475,000 gallons in 1949 
as compared to 7,823,000 in 1948, for a gain of eight per 
cent. 

As a group, the states in the South suffered the largest 
losses, with Tennessee earning the dubious distinction of 
leading the states in this area with a drop of fourteen per 
cent from its 1948 production. 

The largest single decrease in production was recorded 
in New Jersey. That state manufactured 8,840,000 gallons 
in 1949 as compared to 10,590,000 the previous year for a 
lows of seventeen percent. 

Other states in which particularly severe losses were 
noted West Virginia (minus eleven per cent), Connecti- 
cut (minus ten per cent), [limos (minus ten per cent), 
Minnesota (minus eight per cent), Florida (minus eight 


per cent), Virginia (minus seven per cent), Louisiana 
(minus seven per cent), and California (minus seven per 
cent). 

Among the states other than Washington in which 
production gains were noted were New York (plus three 
per cent), Oregon (plus three per cent), Indiana (plus 
one per cent), Pennsylvania (plus a fraction of one per 
cent), and Massachusetts (plus a fraction of one per cent). 

Sherbet production during 1949 was estimated at 14,230,- 
OOO gallons, an increase of seventeen per cent over the 
enumerated total of 12,211,000 in 1948. 


January, 1950 Production Up 


An indication that the current production pendulum 
might be swinging in the right direction was afforded by 
the Department of Agriculture’s announcement that there 
was eight per cent more ice cream produced in January, 
1950 than there was in the same month in 1949. It was 
estimated that 31,590,000 gallons of ice cream was manu- 
tactured in the first month of this year. 

Sherbet production in the United States, estimated at 
680,000 gallons for January, 1950, was twenty-one per 
cent larger than the output of January, 1949. 


Ice Cream Production by Months 


(IN GALLONS) 


Month 


JANUARY 
FEBRUARY 
MARCH 
APRIL 

MAY . 
JUNE 

JULY 
AUGUST 
SEPTEMBER 
OCTOBER 
NOVEMBER 
DECEMBER 


12-MONTH TOTAL 


*From Final Enumeration 
**Revised Estimates 


1948* 


1949%% 


30,264,000 
30,729,000 
43,308,000 
$0,111,000 
55,430,000 
66,420,000 
72,935,000 
66,369,000 
55,607,000 
36,759,000 
34,431,000 
31,181,000 


29,370,000 
31,950,000 
41,060,000 
44,690,000 
56,435,000 
66,700,000 
68,795,000 
67,315,000 
46,420,000 
38,435,000 
33,625,000 

28,910,000 

$53,705,000 
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United States Ice Cream Production Trend 


(IN GALLONS) 


For the Entire Years 1948 and 1949 


— 


19,780,000 
6,555,000 
61,435,000 


Massachusetts 19,694,000 
Connecticut 7,265,000 
New York 59,758,000 
New Jersey 10,590,000 
Pennsylvania 65,329,000 
Other N. A. States 10,286,000 
NO. ATLANTIC STATES 172,922,000 
Ohio 34,630,000 
Indiana 18,871,000 
Tilinoss 36,475,000 
Michigan 26,232,000 
Wisconsin 16,639,000 
E. N. CENTRAL STATES 132,847,000 
Minnesota 14,711,000 
lowa 12,109,000 
Missourt 16,368,000 
N. & S. Dakota 4,971,000 
Nebraska 6,607 ,000 
Kansas 

WEST NO. CENTRAL STATES 61,512,000 
District of Columbia 6,531,000 
M 8,529,000 
Virginia 10,296,000 
West Virginia 6,290,000 
North Carolina 14,260,000 
Georgia 6,545,000 
Florida 9,080,000 
Other S. A. States 4,700,000 
SO. ATLANTIC STATES _.. 66,231,000 
Tennessee 13,242,000 
Alabama 6,843,000 
Louisiana 6,617,000 
Oklahoma 6,736,000 
Texas 24,157,000 
Other S. C. States 11,334,000 
SO. CENTRAL STATES 68,929,000 
Colorado 5,272,000 
Other Mt. Seates 969,000 
MOUNTAIN STATES 17,241,000 
Washington 7,823,000 
Oregon _. 6,000,000 
California 40,099,000 
PACIFIC STATES 53,862,000 
UNITED STATES 573,544,000 
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37,310,000 


26,115,000 
15,755,000 


126,350,000 


13,580,000 
11,840,000 
15,730,000 
4,955,000 
6,245,000 
6,535,000 
58,885,000 


6,455,000 
8,295,000 
9,595,000 
5,610,000 
13,370,000 
6,360,000 
8,360,000 
4,710,000 
62,755,000 


11,410,000 
6,825,000 
6,165,000 
6,360,000 

23,760,000 

10,470,000 

64,990,000 


5,220,000 
11,945,000 


17,165,000 


8,475,000 
6,155,000 


$1,940,000 
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NOT TO be disregerded by ice 
cream maenulecturers ie quest of sew 
outlets for their product is the neighbor. 
hood grocery store and or supermartet. 
Patrons of the Strauk Market in St. 
Missouri fed dificult to reset « 
“breether” from their shopping chores 
when they catch sight of the fountein 
welt installed there by the Liquid Car- 
besic Ceorporetion of Chicago. ice 
cream sales ere thereby created where 
none hed beer possible before. 


BY HOWARD B. GRANT 
Publisher, ICE CREAM FIELD 


The Three Magic Words 


O talk about sales and merchandising to production 

men isn't always healthy. Surely I'll step on some- 

body's toes, unintentionally. 
But in bringing sales ideas to production executives, | 
s tee! a bit 
like the city fellow on the farm who walked up to a mule 
from the rear and tapped him on the back. When he came 
to, the farmer picked him up and dryly remarked “Son, 
your intentions were good, but your approach was wrong.” 
Well, right or wrong, here goes. 

Some of you fellows are wondering, “Where do we go 
trom here?” And perhaps the question, “Are we wise in 
getting into the ice cream industry?” has perplexed you. 
Well I can’t blame you. If this industry grows-——you 
grow with it. But if it continues to slide off—your own 
prospects would diminish. Whether you go into production 
or sales, supplies or equipment, or even edit an ice cream 
trade paper, your future is bound up with a lot of us who 
prosper or fall depending on how much ice cream is eaten 
daily by the public 

So since this problem is of mutual concern, I would like 


to take a few minutes to talk over with vou a tew ideas on 


want you to know my ‘ntentions are good. 


how we can make and sell more ice cream in the months 
and years ahead. Let's take it for granted you know how 
to make ice cream. The problem now is how to build a big 
business and naturally make some money. 

All of us know that we must find ways to stop the down- 


HOW'S THIS fer eqeresnive merclendisina? Owner of « retail store 
(pietured here Golden Colorede installed an open type Frigidaire 
sell.cervice ice cream cabinet of the sidewall of busy thoroughfere 
The 8.2 cabinet means added busiven for the 
Carison-Frint Compery whose co cream «4 diupemsed from the cabinet 


68 


ward trend. For three years now we have been standing on 
the side of the hill, slowly slipping down. To reverse that 
trend is our job. Ir isn’t easy, but not too difhcule when 
you consider the tools at our command. 


What Does the Public Want? 


First of all, let's analyze what the public and the indus- 
try want from you production men. Number one, we re- 
quite consistent quality with appeal enough to inspire re- 
peat purchases in all seasons of the year. Some ice cream 
men make a good fresh product in spring and summer, then 
drop their standards in the winter months on a theory that 
the only people who eat ice cream in cold weather will eat 
it regardless of its quality. Let's take a lesson from the 
sofe drink manufacturer who advertises, “Thirst Knows No 
Season.” Apply that same reasoning to ice cream and we 
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Anheuser-Busch gives you 

MORE USEABLE SPACE for lower 
initial cost. The 6-hole double row model 
shown has a package capacity of 11.0 
cu. ft. and a bulk capacity of 3742 gal. 
Length: 514%”, width: 21-9/16”", 
height: 33°. Check these specifica- 
tions carefully and then write us 

for the cost. You'll agree that 

dollar for dollar and cabinet by 
cabinet Anheuser-Busch will 

save you money. 


ANHEUSER-BUSCH, INC. 


Ice Cream 
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POWERHOUSE 
DRIVE FOR SALES / 


* Biggest Drive on Bag Saving * New Colorful Displays 
* Gient Gift Lists * 40 Million Comic Books 


* Premiums for Kiddies © Newspaper Advertising 
* Loco! end National “POPSICLE” Youth Awards 


LOWE CORPORATION 


Hi ANGELES Ca. TORONTO ONTARIO CANADA 


> 
” Win PUDOSIC LE. end CREAMSICLE ore cogistered & a of he joe lowe Carporetren 
we 
= 
70 ler Ceram March 


SELF-SERVICE is not recent innovation. says Mr. Grant. Te prove 
it, he cites en | story ebowt Adem end Eve. and re 
lates to the edventeges of « self-service ce cream cabmet meny 
types of retell stores. The instelistion pictured at the right, [ie te 
Tenner Grocery Store, Corel Gables. Ploride) together with several 
merchandising such a: the point-ofsele ettechments and the 
tribution of free insulated begs. were responsible for record geime 


ce cream selec. 


will have gallonage far surpassing anything recorded in our 
history. 

Secondly, both industry and the consumer must have 
quality at the lowest possible retail price. Ask any woman, 
food shopping in your community, and you will quickly 
learn how price-conscious the buyer is today. The days of 
a short season with a high profit are over. Now we must 
face low mark-up sales being compensated by greater turn- 
over and volume. 

But quality and price in themselves are not sufficient, 
For example, in the automobile field we have Chevrolet, 
Ford and Plymouth cars all of comparable quality and 
price. Yet two Chevrolets are bought for every Ford or 
Plymouth purchased. So it appears that another factor 
enters, that of merchandising and sales organization. 

Of course, we need new techniques in production and 
distribution methods to cut cost. Now is the time to elimi- 
nate waste, inefficiencies and streamline plants to cut labor 
operations. Moreover, we need nev ideas in novelties and 
specialties to intrigue and whet the consumer's appetite for 
ice cream twelve months a year. 


Forget Tradition! 


Well, here’s where I stick my chin out. Don’t be ham- 
strung by tradition! Because your firm has manufactured 
and sold ice cream a certain way for thirty years doesn’t 
necessarily mean you're right today or will be romorrow, 
We need new ideas and especially new selling methods. 

These times offer a challenge and an opportunity to pro- 
duction men and to salesmen who will take the offensive. 
For example, there are only 40,000 drugstores with soda 
fountains today. But there are 400,000 food stores waiting 
for us. Not only are they markets for packaged ice cream 
sales but a goodly percentage may be logical locations for 
small soda fountains or refreshment centers appealing to 
women and children who spend so many hours daily buy- 
ing food staples. We know that a good offensive wins 
football games—why not more ice cream sales? 

The story of the Notre Dame football team’s great suc- 
cess over the past years is well known. Here is the epitome 
of football perfection. So intense is their drive that Coach 
Frank Leahy uses the two platoon system of one offensive 
and one defensive team. As one story goes, the Notre Dame 
offensive team was in action in a North Carolina game last 
Fall when one of its star backs sliced through the Carclina 
line and was off at top speed, heading for a touchdown. 
Suddenly two North Carolina boys hit him with tremen- 


dous impact, laving the lad out cold on the ten-yard line. 


This article ws based on a talk given by Mr. Grant on 
February 3 during the Annual Ice Cream Conference at 
Pennsylvania State College, State College, Pennsylvania. 
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HOME A Pind. OF 
ICE CREAM 


Coach Leahy ran on the field, looked over the inert form 
of his star halfback and signaled to his bench. A priest 
came onto the held, but Leahy looked up, saw who it was 
and waved him away, saying, “No, no, Father; I want an 
offensive priest!” 


Yes, gentlemen, taking the offensive in 1950 in both 
production and sales is the job ahead of us. And frankly, 
the best place to start is in the American home. There 
should be our number one outlet tor gallonage increase in 
1950. By all means sell ice cream to women while they are 
doing their daily shopping for meats, vegetables and des- 
serts. Make it available in every type of food store, bakery 
or delicatessen. 

However, I don’t think we are making sufhcient effort to 
sell husbands and fathers. When there's to be an extra treat 
for dinner or during the evening it’s usually up to Dad to 
come up with the extra coins for the ice cream or box of 
candy. Why not, therefore, concentrate our sales on this 
well-known softie? Between the hours of 4 and 6 P.M. 
when he stops at his favorite store for a pack of cigarettes 
or a newspaper let's place a small sign on the counter, sug- 
gesting, “Be a hero to your kids; take home some ice 
cream.” You can accomplish even more by spotting a self- 
service cabinet alongside of the cigar counter or news- 
paper stand, 


New Type of Gin “Fizz” 


And why not sell ice cream to Dad in his favorite liquor 
store or tavern? A good spot for an ice cream cabinet 
would be in the neighborhood package store where Pop is 
likely to drop in on occasion to pick up some refreshments 
plus bottles of club soda or ginger ale for the folks at home. 
Someone in the party will invariably want ice cream and it 
is surprising how much of our frozen delicacies can be sold 
in this type of outlet. 


Placing a cabinet in a bar or tavern near the front door 
sometimes works with excellent results. Let's say that Pop 
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drops in for a “lift” after work and on his way out passes 
an ice cream cabinet with a sign reading, “You've had your 
fun—-Now take some home.” Granted it appeals to the 
guilt complex, but it does sell ice cream. 

Can you get more business? Most emphatically, yes! 
have heard of a small retail manufacturer in the Midwest 
who has achieved over 20,000 gallons of ice cream out of 
one tiny store. The community is so small that sales over 
the counter are negligible. But this fellow loads a truck 
three times a week and drives out to the farms in the area, 
selling everything from pints to gallons and even fhve-gallon 
cans to the farmers with home treezer cabinets. It is amaz- 
ing how much ice cream farm families will consume if the 
we cream is delivered to them regularly summer and winter. 
Here's a profitable idea for any ice cream man who covers 
rural areas. 

And how about home deliveries on bakery trucks? The 
Bon Ton Bakery in Fort Wayne, Indiana, has installed re- 
trigerated boxes on their home delivery trucks which hold 
twelve gallons of ice cream. Every day these drivers sell 


AFTER-DINNER SPEAKER 


Howard B. Grant was the guest speaker at the 
March 3} banquet which marked the conclusion of 
the annual ice cream short course at the Univer- 
sity of North Carolina, Raleigh, North Carolina. 


The Publisher of ICE CREAM FIELD spoke 
on “Merchandising in the Modern Manner.” He 
stressed the need for more aggressive and inspired 
selling methods, and urged the industry represen- 
tatives to take advantage of every potential ice 
cream outlet. 


This was the tenth address to ice cream con. 
ventions, meetings, conferences, and short courses 
that Mr. Grant has delivered during the last five 
months. 


VENDING MACHINES heve 
eopered wp meny sew areas for 
ee cream telling, sot the 
least of which the industria! 
plant. Mr. Great poiets owt. 
The weit pictured af the left 
is located in the Bodine Pat 
tern end Foundry Compeny of 
St. Lewis, end eccouwnts for on 
average daily sale of eighty 
two dollars. 


ice cream along with bakery products, thereby building up 
sizable gallonage for the we cream manufacturer who serves 
this bakery. This is only a further development on the 
suggestion previously outlined by me to put ice cream on 
milk delivery routes. This procedure has proven successful 
in many parts of the country. 

When ice cream is in the home it will be eaten for break- 
fast or lunch and other hours of the day and night when 
normally the consumer would not go to a retail outlet for 
the product. Close checkups indicate that this is extra 
gallonage and does not hurt the business of the regular 
dealers in the same area. On the contrary, more people get 
in the habit of eating ice cream, several times daily, resule- 
ing in more frequent calls for ice cream at established retail 
outlets. 


Vending 

Some one of these days the ice cream industry will rec- 
ognize the tremendous potential inherent in the installation 
and operation of vending machines. Some firms have dab- 
bled and here and there private operators are doing a good 
job in locating vending machines in industrial plants, bow!l- 
ing alleys, theatres, hospitals and other places where new 
ice cream business is likely to be created. Overall the in- 
dustry has been slow in considering the vending machine. 
But when you consider that about fifteen percent of all 
nickel candy bars, seventeen percent of bottled soft drinks 
and twenty percent of cigarettes are sold through the vend- 
ing machine, you can better appreciate the potential for ice 
cream vending. There are good companies now placing 
such equipment on the market and others are experimenting 
with advanced ideas. Frankly, we look to vendine machines 


in 1950 and "51 to provide new outlets and gallonage for 
we cream. 


Movie Theatres 


There has been so much said in previous issues of Ice 
Caeam Fretp about taking the offensive by selling ice 
cream in movies and theatres that I will not take your time 
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going into the details here. Just to give you an idea, how- 
ever, may I point out that one big Fox Theatre in a mid- 
western city sells berween 200 and 300 units of we cream 
daily at ten cents each. This theatre figures that their con- 
cession department takes in an average of thirteen cents 
per admission. Roughly this added revenue breaks down to 
show 5', cents for popcorn, 3) for soft drinks, over 2c 
for ice cream and |, cents for candy with the balance for 
miscellaneous items. Can anyone dispute the advantages of 
making ice cream available to a “captive audience” spend- 
ing three to four hours in a movie house? It is well known 
that the regular retail outlets are closed in the late evening 
hours and that the movie house is in an ideal position to 
sell packaged ice cream and novelties to patrons leaving 
the theatre. Not only are cabinets strategic in the lobbies 
but even small soda fountains are possible in the larger size 
cinema. Just be sure to have these houses put up signs and 
display material promoting the “take-home” idea after the 
show. 


Self-Service Cabinets 


Isn't it curious how many people think of self-service as 
a modern innovation. Actually the idea is as old as time 
itself. I am indebted to a west coast cabinet salesman for 
this analogy. He points out that Eve didn’t hand Adam 
that apple. She had it very attractively displayed in that 
apple tree at just the right reach and eye height. Adam 
didn't have to reach down under a tree or climb up to the 
top to get it. That apple was in just the right place for 
Adam to take it with the least effort. Also it was a nice 
rosy, red apple, in all probabiliry. Nowadays we would say 
it was smartly packaged and displayed against an effective 
green background of leaves. To sum up, Eve gave Adam 
the impulse to take that apple in his hand. And so he 
bought it. This made Adam the first self-service impulse 
buyer of fruit known to mankind. 


Tie-In Sales Important 


It has taken a long time for self-service to reach the ice 
cream industry. But now that it is here in the form of 
prominently located, well-displayed merchandising cabinets, 
we are beginning to see what self-service can do for our 
business. That extra ice cream cabinet has paid off even 
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where there are regular soda fountains. Every good busi- 
nessman knows the unportance of impulse purchases and 
the extra business has justified the placing of these attrac: 
tive new cabinets in many types of retail outlets ranging 
trom the drugstore to the supermarket. When the cabinet 
is 0 placed to create tie-in sales of toppings, cones, cookies, 
etc., there us extra volume and prohts for the dealer as well. 
The free insulated bag provided cheerfully to protect the 
product on the way home adds to the attractiveness of the 
self-service idea and has resulted in increased gallonage for 
leading chain stores. 


Cold Weather Blues 


Just opening new outlets is not sufhcient in our offensive 
campaign this year. Right now our goal is to sell ice cream 
in cold weather too. Nothing irritates me more than to see 
a druggist pull down his ice cream display signs, replacing 
them with suggestions to buy hor soup, hot chocolate and 
perhaps a sandwich with a soft drink. Here is an admis 
sion that we cannot sell ice cream in cold weather. Nothing 
is farther from the truth. The retailer cannot be blamed, 
the fault lies with the ice cream manufacturer or his sales- 
men who are so pessimistic or indifferent that they will per- 
mit this relaxing of promotional activities in wintertime. It 
is our job to teach our salesmen and truck drivers and 
through them prove to the retailer how new merchandising 
tools and promotional material will sell ice cream profitably 
twelve months a year. It can—it must be done. 


Research 


To you production and sales executives, just a few words 
on research. Never stop improving your manufacturing 
and sales techniques. Never stop searching for and invent- 
ing reasons why people should eat more ice cream, Don't 
accept everything done before as the best, There's room 
aplenty for improvement. Figure out how and you will 
make a fortune for yourself, 

Seriously you fellows can do this infant industry a real 
service and make a place for yourselves as the leaders of not 
a half-tillion gallon business or even a billion gallon busi- 
ness but of the two and even three billion gallons annually 
which is not too dificult to achieve under an aggressive 
program. It simmers down to just three words: OUAL- 


ITY—PRICE—and MERCHANDISING. 


QUALITY ... FOR ICE CREAM « BUTTERMILK « COTTAGE CHEESE « CHOCOLATE MILK 


HORNER SALES CORP. 
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BY WARREN A. JOSEPHSON 


FEW years back the ie cream industry witnessed the 
meteoric rise and fall of what we chose to call a 
“custard craze.” In review, we find that there were 

two primary reasons consumers stopped eating this custard 
product. First, the product was too “rich” and “eggy” in 
flavor. Consumers tended to “get sick of it” if they ate it 
consistently. Further, and of probably greater unportance, 
the sanitation observed by many of these places was not 
adequate through lack of facilities or knowledge of person- 
nel. This sometimes had its effect on the product itself 
and in the general attractiveness of the premises to the 
patrons. This combination of product character and in- 
adequate sanitation tended to discourage consistent return 
trade and sales dropped off rapidly 

More recently, we have seen the rise of a new soft ice 
cream industry which resembles the old custard industry 
in many ways, Ar first, it was laughed off as another flash 
in the pan, but strangely enough, it hasn't fo'ded up as 
expec ted 

Historically, this soft ice cream industry is generally 
credited with starting in Southern Illinois and Northern 
Missouri. It then hopped to the West Coast, where it 
made very rapid gains and since has gradually spread into 
practically every state in the Union. There are several 
so-called “soft ice cream machines,” all based on the same 
principle of extruding intermittently or continuously soft 
frozen ice cream at a temperature of 16 F. to 19 F. 
These soft ice cream stores usually have from one to three 


Southern Dairies, Inc. 
Birmingham, Alabama 


of these freezers and se!!] usually only vanille but sometimes 
a second flavor and perhaps a sundae of soft ice cream in a 
cup with added fruit or perhaps a chocolate coated cone on 
the “Brown Derby” principle. Generally, very little of the 
product is hardened for carry-out trade. 

Now, how successful are these soft ice cream stands? By 
the standards of the usual ice cream outlet, their success 
has been phenomenal. For instance, a recent survey in Los 
Angeles County, California, showed that between thirty-six 
percent and forty percent of the ice cream is sold soft 
and that the soft ice cream outlets in the county sold, on 
the average, five times as much gallonage per store than the 
conventional ice cream outlets with which they are com- 
peting. Another instance is an ice cream manufacturer in 
the Middle West who owns a small business serving forty 
average dealers and has a nice retail store in connection 
with his plant. They are open the year around. Recently 
he became interested in a string of six soft ice cream stands. 
The first season, open from April until early October, these 
six stands sold more ice cream than the forty dealers and 
plant store sold during the full year. These success stories 
can be cited over and over. Gallonage of 10,000 and 15,000 
gallons per vear are not uncommon and net profits for the 
operator are high. 

What kind of people operate these stores? Are they 
trained merchandising men or just who are they? Visit them 
and you will find people from every walk of lite. Old 
carn‘val men who held over trom the “custard” era, retired 
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This article is based on a talk given January 26 during 
the convention of the Georgia Dairy Association, held at 
the Hotel General Oglethorpe in Sevennah, Georgi. 


individuals trying to “stay busy,” a former janitor, grocery 
store and restaurant people, a former product director for 
a large food distributing company, and even housewives 
who got into the business as a course of “pin money.” Usu- 
ally, you will find they are making more money than they 
ever made in their lives. 

Who patronizes a soft ice cream stand? Spend an hour 
observing one of these stands on the edge of town some 
afternoon and you will see small neighborhood children 
walk up, a car-load of teen-age boys and girls drive in, a 
family, a farmer and his family in the farm truck on their 
way home, truckers stopping as they pass, salesmen in 
company cars, even a couple of dowagers in a Cadillac. 
The appeal seems to be practically universal and the draw 
is from an extremely wide range of consumer groups. 

Now, we all recognize that rabbits don’t grow in hats, 
and success just doesn’t happen. Why, then, are these 
people, obviously untrained by background, so successful? 
First, they get guidance from franchise and equipment 
people in getting started. There are several franchise deals 
available in the industry and a number of different freezers. 
These people get the operator started and beyond that they 
are dependent on a few simple basic principles which must 
be strictly observed if success is to be obtained. First of all, 
soft ice cream is good. How many of us in our own plants 
don’t usually catch a cup of ice cream directly from the 
freezers rather than from the hardening room? Next, soft 
ice cream is usually sold on a low-fat, high solids basis so 
the consumer can eat a large portion and come away with 
the satished feeling of a big bellyful without being cloyed 
by too much burterfat. The value of low overrun is recog: 
nized then and they usually take only abour 50‘, to 55°,. 

These stores are generally masterpieces of sanitation. 
We have all seen hard ice cream being dispensed from a 
dipper which is kept in a dipper well at a fountain smelling 
of last week’s defunct spillage. Compare that with the 
picture of soft ice cream being dispensed directly into a cup 
cone from a sparkling stainless steel freezer in premises 
smelling of vanilla, if anything, and the attraction cannot 
be denied. 

Next, these stores almost always employ the drive-in 74 7 
principle so it is easy for the customers to park and step 
up to the window for a cone. Finally, the operation is kept You do not have to Cwn @ yeor’s supply 
simple and consequently profitable. Investment in inventory of cans at any one time. 25% of your 
is practically nothing. Only one or two flavors are sold. can requirements will be delivered in 
Strange how the old idea that twenty-six or twenty-eight each calendar quarter of the year. 
flavors are necessary to success doesn’t seem to fit here. * MANUFACTURED AND O'STRIBUTED BY 

What effect has this new industry had on the hard ice 
cream business? Reports are varied in different locations. 

In some places, particularly California, it is felt that soft 
ice cream is sold much at the expense of hard ice cream. sw waven, COnumnteecrices 
Our there, of course, the soft ice cream people have made Also Distributed by 


the greatest gains. Other markets, however, have witnessed (CHERRY-BURRELL CORP. © The CREAMERY PACKAGE MFG. CO. 


the rise of soft ice cream without feeling it in reduction Branches in Principal Cities 
of hard ice cream gallonage. In ore emal! town where there ee 
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are four deg stores, a soft ice cream stand went into busi- 
ness on the edge of town. These drug stores have been 
well merchandued and sll a quality product. The first 
month, about 1,400 gallons were sold at this ice cream 
stand and the second month about 1,700 gallons, burt dur- 
ing this same period the drug stores sold as much ice cream 
as they ever did. Probably a lot fewer barbeques were eaten 
and tewer soft drinks consumed at some roadside stand, 
instead. Another man who has operated a top-flight drive- 
in “Dairy Bar” tor several years and averages about 35,000 
gallons of hard ice cream through the one outlet decided 
to get in on the soft ice cream bonanza. He set up a con- 
ventional soft ice cream stand in a good location and sold 
the usual cones and sundaes as well as take-home packages. 
His gallonage the first season of about six months was 
under 5,000. Note how hard ice cream properly merchan- 
dised did the better job. 

What does all this prove and what does it mean to us in 
the hard ice cream business? First, haven't these soft ice 
cream people taken advantage of what we have known all 
the while? Let's look at why they are successful and see 
what we can do about it. We always knew soft ice cream 
was better. Now that we are faced with this threat, we 
hnally are getting to work on ways to get soft ice cream 
Several converters are already on the 
market which convert small portions of hard ice cream to 
sott we cream if desired. Another unit which bears much 
promise is being perfected which will convert and extrude 


to our customers. 


soft ice cream directly from a can of hard ice cream im a 
cabinet. Next comes lower overrun. In spite of continuous 
consumer criticum of “light weight” and ice cream “full 
of air,” many manufacturers have merrily conunued on 
pumping it in up to 110°. and 120° overrun and now 
they wonder why their customers seem to preter this new 
product. Then comes fountain sanitation. In spite of 
listening to exhortanons by convention speakers tor foun- 
tain sanitation over the past hitteen years, most operators 
still keep their fountains smelling about the same. In 
other words, we haven't done anything about it. Mechani- 
cal dishwashing and adequate routine sanitation are 
“musts.” Finally comes merchandising. This means well- 
designed, inviting-looking drive-in “Dairy Bars” with 
plenty of parking space, self-service for take-home pack- 
ages, air-conditioned and with good lighting. 

If we in the industry take the position that we have 
reached the maximum in per capita consumption and that 
our product and merchandising methods employed to date 
cannot be changed, we had better get ready for trouble if 
the signs are right. Bur, if we will recognize that we have 
only scratched the surface of the per capita consumption 
and if we will do what the soft ice cream people have been 
smart enough to do, i.c., take advantage of what we already 
know, we will go forward. 

The soft ice cream people started from scratch and built 
an industry. By comparison, our job is easy. We already 
have the coverage and the outlets, Ours is just a job of 
intensifying our efforts. 


TELLS 


Tests Prove Van-Sal Vanilla 
ice Cream First in Popularity 


ically. 


vanilla. 


flavor” 


Van-Sal pleases MORE people. You 
can prove it easily, surely, econom- 
Make a Taste Test among 
three or four different-level groups. 
Distribute samples of Van-Sal Va- 
nilla Ice Cream and your present 


The winner will be Van-Sal . . . with 
answers like these: “Tastes richer” 
More delicious”... “Smoother 


Take advantage of EVERY POS- 
SIBLE sales tool for 1950. Van-Sal 
can help you . . . to more customers 
. «+ more business . . . lower costs. 
Write us about the fact-revealing 
Van-Sal Taste Test. 


H. MAHONEY EXTRACT CO. 


221 £. CULLERTON ROAD, CHICAGO 16, ILLINOIS 
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Keystone Wagon Works, inc. 


The pepuler “770° ic another of 
these regegediy bwilt Keystone 


system, 

odds te efficient, 
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Sales Per Stop 


BY G. P. GUNDLACH AND C. W. ESMOND 
C. P. Gundlach & Company 
Cincinnati, Ohio 


fe yon are several different angles to the important 
question of cutting per-gallon delivery costs. Suppose 

we simply address ourselves at this time to the single, 
but tremendously important, one of 
stop.” 

A certain ice cream manufacturer has a merchandising 
program by which he sells an average of 9,000 gallons per 
year through each of thirty drug store accounts. These 
dealers have cabinet capacity for a lot of ice cream and 
deliveries are made to them on an average of twice a 
week. It is hard to think of a more (nearly) ideal set-up. 

It is, however, well within the bounds of possibility that 
other ice cream manufacturers may approach, or equal, or 
even surpass this quite desirable condition. The way, of 
course, is through building up the volume of the individual 
dealer by educational effort and merchandising leadership. 
Buying dealer accounts, or bribing present dealers to stay 
put most assuredly does not increase sales volume. 

But this objective of lower per-gallon delivery costs and 
increased net profit per gallon produced is secured in a 
certain well-known concern by month-in and mouth-out 


“sales volume per 


2nd & Norris Sts.. 


Phila. 22. Pa. 
and year-in and year-out merchandising of the following 


nature: 

The imperative first-of-the-month job is to launch the 
feature flavor campaign-of4he-month. Nothing else is 
allowed to interfere with this. Each and every dealer is 
put into high gear by the company’s nine salesmen. 

There is a snappy ice cream feast at each call, in which 
the dealer and clerks, and sometimes some shoppers, partict- 
pate, as the salesman passes out samples of the new fea- 
ture flavor, Thus, the campaign-of-the-month is launched 
with fun and fervor and enthusiasm. 

Then, throughout the month, the truck delivery sales- 
men follow through. They put up posters and pictorials 
featuring miscellaneous items. These may include ice cream 
pies, tarts and rolls—just to mention some typical items. 
This sales effort, on the part of the truck men, is stimulated 
by an ingenious bonus or prize plan that makes each truck 
man eager to put up all the pictorial suggestions possible 
in his dealers’ stores. Added to this is the incentive of in- 
creased commission earnings through increasing ice cream 
sales. 

All this spells W-O-R-K to all the sales employees. But 
it is the price that they are glad and eager to pay for an 
exceptionally large average gallonage per dealer, which 
in turn means a lower average per-gallon delivery costs and 
a higher per-gallon net profit for the total volume of ice 
cream produced. 


The SEVEN "A" 
WILL "PAY" 


WRITE FOR DETAILS AND PRICES 


Also for ows CLAMP-ON PIPE UNIT 
tor OVER-WIRE MATERIAL 


4302 Chicage Avenue 


The DRY STOP MERCHANDISER 


THE SEVEN “A” STRUCTURE 


BRIGHT SPOT AT THE 81GHT SPOT 
IDENTIFICATION SIGN 
MERCHANDISING SIGN 

PLAVOR BOARD 

FLASHING LIGHT (| 
TWOIN.ONE (exactly the come beth 
*PATENTED METHOD OF ATTACHING ite cabinet) 


(ewer the cabewet) 
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J. E. CULVER CO. 


Minneapolis 7 Minn. 
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EUROPEAN INGENUITY ic responsible 
tor « sew tully-eutemetic system for the 
contmeous production of ice creem bers. 
embody sg tee concep! of equipment 
design ond method. The bestic machive 
this the RIA [illustrated of 
the left). which @ continwously-retet- 
ing device capable of performing aff of 
the production function inherent in the 
menutecture of these sovelties, Deiry 
experts in Deamert end Switrerlend 
worted meaty yeers to ture out this mod. 
orn twist to the art of novelty. meting. 


BY A. K. VELAN 


Velan Engineering Company 
Montreal, Canada 


Ice Cream Bars bo ‘Round 


we cream supply firms and manutfac- 


turers would be surprised indeed if they knew the 

great strides that have been made by their European 
counterparts. Development of modern machinery and 
equipment has enabled ice cream manufacturers on the 
Continent to attain new heights—and the future seems 
lumitiess. 

Especially in Switzerland and Denmark has this trend 
been noticeable. These countries in North Europe have 
devoted much effort to umproving the lot of their various 
dairy industries with results. One of their 


most interesting achievements is a new, fully-automatic 


important 


system for continuous production of ice cream bars, em- 
bodying an entirely orginal approach in equipment design 
and method. The Velan Engineering Company is proud 
to introduce this machinery to ice cream manufacturers in 
the United States of America and in Canada. 

The basic machine in this system known as the RIA 
is a continuously-rotating device which performs all the 


oduction tunctions including filling. stick 


inserting, 
freezing, thawing, removal from the mold, and coating. 
completes the operation 
without hands having touched the finished product. 

The RIA system wall produce 4,000 wrapped chocolate 
coated bars in one hour and requires but two to three opera 
tows 


An automatic wrapping machine 


Some of the characteristics of the system are: 
Reduced waste of we cream 
No brine loses of spillage 
Steady and unrushed production. 


4. Short freezing time (six rninutes). 
5. Automatic wrapping in aluminum foil. 


Effective scientific research, as undertaken by the Danish 
experts in dairy problems, the brothers Gram of Vojens, 
Denmark, and the Societe Industrielle Suisse, authorities 
on high precision wrapping machinery in Switzerland, was 
responsible for the development of the RIA system. Fifteen 
years of experience are behind the modern version of this 
novelry-making equipment. 

Basically, the machine consists of a circular mold which 
rotates in continuous steps. This circular mold consists 
of 160 rows of four pockets each. In the course of one 
complete revolution, each mold passes through all of the 
steps of the production process, and the empty molds are 
then again filled for a mew cycle. (See accompanying 
photograph. ) 

The main feature of the machine is the circular freez- 
ing table consisting of 160 freezing-and-heating-up com- 
partments through which the cold and warm brine is cir- 
culating and in which the pockets of the molding frame 
are submerged. The freezer table rotates step by step— 
160 steps complete one rotation in approximately ten 
minutes. 

The table is turned by means of a gear wheel trans- 
mission. The mold trame is held to the table by means 
of hooks that easily can be loosened, and the mold can be 
replaced for another size and/or shape of bar without 
difheulty. The machine itself is hwdraulical!y driven. 
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When the pockets pass under the hydraulic filing appa- 
ratus, ice cream is pumped from a continuous freezer into 
four pockets of a radial row by means of four small pistons 
located in a sort of drum. The pistons are so constructed 
as to apportion a predetermined quantity into the pockets 
and consequently the pistons must be changed when brick 
size is changed. The device can be turned sideways to 
facilitate removing of the mold frame, when desired. 

The filled pockets then pass under the hydraulic stick 
loader which inserts a stick into each of the four pockets 
of a radial row at one stroke of a horizontal rod onto 
which four vertical rods for pushing the sticks down are 
afhxed. 

This automatic stick loader has been designed with espe- 
cial care. The wooden sticks used are of American con- 
struction, and of equal dimensions throughout. The RIA 
stick loader handles sticks of various thicknesses and widths. 
To insure trouble-free operation, a sidelong motion has 
been added and a pusher directs the stick into the down- 
wards channels from which they are casily hammered into 
the ice cream. The sticks are placed exactly in the center 
of the ice cream without difficulty. 

The hardened molds with sticks inserted next move on 
to the remover. The remover, with sixteen arms, each 
with four automatically gripping tongs, is mechanically 
operated direct from the variator. 


Better 
Cleaning 
at Low Cost 


Cherry-Burrell Washing Powders are 
specially blended for definite cleaning 

jobs. Each combines elements which provide 
high detergency, water conditioning and easy 
rinsing. Each is blended to meet specific 
water conditions. 

Clean and sanitize with maximum efficiency 
and real economy. Use Cherry-Burrell Washing 
Powders. Good equipment and complete 7 
sanitation help produce quality products. Special 
farm dairy cleaners are also available. 

Ask your Cherry-Burrell representative about 
the right cleaning compounds to fit your 
individual needs. 
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After the bricks dry following removal from the pockets, 
they are automatically dipped into the chocolate-coating 
device, which consists of two containers through which 
molten chocolate is arculated by means of a small pump. 
The coating is easily regulated to any desired thickness. 
If required, a coating as thin as a hlm can be applied. The 
overflow of the chocolate is returned to the chocolate tank. 
At this point, the ice cream items are ready for the next 
step in the production process, and the chocolate coating 
is completely solidihed. (It should be pointed out that 
if the ice cream manufacturer does not want to chocolate 
coat the ice confections, the containers described above 
may be omitted.) 

When the bricks leave the tongs of the remover, they 
are dumped into a groove, and pushed sideways with a 
mechanical “finger” until they reach a “depositing worm” 
which takes them to the conveyor in a horizontal position 
ready for the wrapping machine. 

Wrapping is automatic and the bars are packaged in 
aluminum foil. All parts of the wrapping mechanisms are 
of stainless steel and are easily cleaned. A change in bar 
size may be effected in ten minutes and replacement of the 
foil rolls takes less than one minute. Packaging of the 
bars in aluminum foil assures a dust-proof, air-tight, water- 
proof package—one that will seal in flavor and freshness 
and result in a superior quality ice cream. 


powders... 


CHERRY -BURRELL CORPORATION 
Generel Sales ond Executive Office 
427 W. Randolph Street, Chicage 6, iil. 
Mile and food Plant Equipment and Suppires 


FACTORIES WAREHOUSES BRANCHES. OFFICES 
OF AT TOUR SERVICE Se CITIES 
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» oan may not be able to have vour cake and cat it 


It’s 

Not with twelve and twenty 

blackbirds but with a surprising and substantial filling. 
The pie represents value 


too, but I submit that you can have this pie. 


an interesting pic. 


real value. Betore we exam- 
ime it slice by slice, I want to describe the pie. It’s the 
result of long and patient building. It's the product of 
an important industry—~—our industry 

As a whole, this pie exemplifies the good that men can 
de together. That's the word for me—together! One 
plant—-one firm-—can reap from only the good it does 
Collectively, though, when we do an industry 
job, we all beneht by the good that we do together. 

In other words, by support 


ak wie 


by working together—the 
things we do assume a great scope, and then we are thought 
of in terms of an industry—A power—with prestige. For 
when one speaks, it is only the voice of one—when an 
industry speaks, it is the voice of the many. 

Another thought occurs to me as I look at the pie- 
[t's well rounded, A complete entity. It has been planned 
and made to a pattern—ot that you will be convinced when 
you have helped yourself to the many slices it contains. 

And now tor a slice 


This represents enterprise—-tree 


enterprise. It's the core of existence of trade associations 


This article us based on an address delrvered by G. Stanley 
MeKenre, Presudent of the International Association of 
lee Cream Manufacturers, durmg the recent annual con. 
vention of that organization. 


RO 


How does this represent tree enterprise? It’s your organ- 
ized voice raised to promote good government--to highe 
all restrictions that shackle your business without warrant. 
It’s the vouwe that helps those whe govern make wise rules 

-and sound, economic decisions. 

It’s the voice that has raised the stature of your prod. 
uct and kept it there-——as an important tood—~with an im- 
portant rating as a part of group 4 of the 7 basic foods. 

It’s the voice that takes this mecogmition and makes it 
mean sales and increased business. There are some regu- 
latory officials who would like to have it taxed as a con- 
fectionery. The voice raised in protest with sound facts 
has prevented that im several of the cities of the nation. 
There are those administratively responsible for feeding 
the school children of the nation who would like to take it 
out of the school lunch operations. Again, it is recognized 
by those of the Federal Government as an important food 
that can be served either with the meal or as an adjunct 
to if. 

That voice facilitates the flow of your supplies—and 
stabilizes them in the market place. The perfect example 
is the work on sugar that has been done by the association 
in working with other organized sugar users. According 
to other trade group estimates, it saved this industry a cent 
a pound on sugar last vear. 

That voice must be ever vigilant if it is to make its 
tumely weight felt. Look at the national picture—10,000 
bills were introduced in the last Congress. Some of them 
were good, some bad, in their effect om you as a business- 
man and as a citizen. In this slice of pie, too, was the 
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intelligence service—that digested reports—evaiuated the 
bills—to guide the voice. 

There are 145 federal agencies that issue orders and 
regulations that make an impact on your business. What 
alerts the industry——gets statistis-—makes out your case, 
but the industry voice in this slice of pie? It means an 
articulate industry. It means a vowe of authority tor 
Remember, it is the vowe of most of the ice 
cream manutacturers of this country, Canada and nations 
abroad. 

The voice is amplihed because ¢ works with and through 
It was the voice that was heard 


when the nation’s railroads this year wanted quick increases 


this pie. 


other organized groups. 
tor rates and tariffs. The voie is powered by different 
and they amounted 
in transportation costs were effected 


groups in the industry. The savings 
to millions of dollars 
by the Subcommittee on Transportation of the Dairy In. 
The voice represented this industry. 


It is motivated by your industry speaking through the 


dustry Commuttee. 


association and constituent organizations. 


Good Management 


Like the old pie charts, it repre- 
sents savings to an industry. 


Here is another slice. 
The savings come through 
good management——good management that must be guided 
by good accounting. Represented in this pie is the work 
of committeemen and staff members who, over the years, 
have developed and kept modern two fine accounting sys- 
tems, available to every member who has helped build this 
pie by supporting their trade association. The modern, 
up-to-date [AICM system is now in use in over 500 plants. 
There is a simplified system available for small plants. 
There are savings that you can make by comparing costs 
with other manufacturers in your locality of comparable 
size, but there is only one avenue for this information to 
reach you and that is through your own Department of 
Statistics and Accounting. All they ask you to do is to 
participate in surveys so that you can compare your manu- 
facturing costs and expenses, expenses of sellings, advertis- 
ing expenses, your delivery expenses and your administra- 
tive expenses. This is the irrefutable guide to your opera- 
tions and helps you watch and save operational dollars. 


udson’s 


VANILLAS 


udson Manufacturing Co. 


NORTH UNION Ave 


Finest Vanillas fer Over 60 Years 


Ice Cream March 


Savings may come to you in another way. That is by 
the preservation of your status in the held of sales. Here 
legally is the only medium of comparison——through the 
Ice Cream Sales Index—which lays the groundwork for 
your future sales planning. 

Didn't I tell you that beneath the meringue we would 
find sturdy stuff in this pie, and now we can help ourselves 
ro another slice. 


Merchandising Institute 


It’s really a corporate entity all its own. True, it's owned 
by the industry, through the International. It's the Ice 
Cream Merchandising Institute. It was built because one 
of the most important challenges is at the point-of-sale, a 
place where you meet your consumer. Here you tace the 
pressure of competition and the test of product acceptance, 
You dare not gamble—you must influence consumers with 
the finest point-of-sale materials that you can get with 
the greatest price advantage to yourself, and they are here 
in this slice of pie. 

Good dealer relations mean more than the question of 
personable salesmen. They mean services that help your 
dealer to maintain sales, maintain prohts and maintain 
sanitary establishments. These services-—from training 
hilms for employees to accounting methods for the fountain 
operations, as well as sanitary aids to make your dealers 
store more attractive, all make you more important to thar 
last link between you and the consumer—your dealer. 

Actually while it is incorporated in this one piece of pie, 
your training school, operated by the institute, could have 
well been another separate tasty morse! because thousands 
of dollars have been spent to equip one of the finest train- 
ing schools in the country. Its object is to give your 
merchandisers all the fundamentals of good, sound, ageres- 
sive selling they need to make your sales programs a suc- 
cess, 

Here's another slice topped with meringue and all the 
trimmings. It’s better than a quarter of a million dollars 
of promotion work for your plant, for your industry and 
for your product. This portion could really have been 


divided by three. That would be inconsistent, for what we 


have done in this slice is to multiply by three. Yes, three 


Now you can make... 


CANASTA-GIN-BRIDCE 


> ce _ream 
MOLDS AVAILABLE 
IN CLUBS. DIAMONDS. MOLDS 
S. SPADES 
You con fill 9 or 12 te @ quert of ice cream 
Write for prices and catelog of appealing forms or figures for 
every holdey or special event 


AMERICAN CHOCOLATE MOULD CO., INC. 


173 LAFAYETTE ST, NEW YORK 13, 
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ELECTRIC 
DRY ICE 
SLABBER 


(Counter style) 


cuts block of ice in 12 minutes into ten uni- 
form siobs. Cutting wires ore in a corriage 
which slides up and down on supporting arms. 
All parts perfectiy machined. Constructed for 
yeors of production room service. 


Operates on 110 volts AC or OC. 
Dieter buted by 


J iffy Write fer cirewler and burther inter metion 
MANUFACTURING COMPANY 


360 FLORENCE AVENUE + WILLSIDE, 


organizations adding together their total efforts to do the 
job you want done for your industry. The power in this 
slice comes from five million dairy farmers through the 
American Dairy Association, a great percentage of the 
gallonage of the International Association, and the special 
work of the National Dairy Council. 
it's a three-to-one return. 
tional front. 


For each member, 
It meets issues on the educa- 
It provides you with research, advertising, 
industry materials, motion pictures—both theatrical and 
non-theatrical—all of the many facets of the industry-wide 
program now correlated and unified to channel the in- 
genuity, the resources and the moneys of these three organ. 
izations into a public relations program of great might 
and great power. 


The last piece of pie is really your dessert. It's that 
plus value that you didn’t expect, that you may not have 
thought of, but that turns out to be a tremendous asset 
tor each of youe-and for the industry. We started this 
by talking about working together and not walking alone. 
Perhaps you have not realized that your dues dollars not 
only pay your membership in the International, not only 
help organize and support the other programs that are 
making your future brighter, bur also provide membership 
and support for other organiwations. They mean a healthy 
atmosphere in which you are to operate, and by operate I 
mean every phase of your operations. Here are the great 
national LAT HORS doing work tor vou, supported by 


yous-the American Public Health Association, the Inter- 
national Association of Milk Sanitarians, and the Ameri- 
can Dairy Science Association. As an important food 
industry you would not wish to do less than to help them 


in their work, 


One need not sell you on the services of the U. S. Cham- 
ber of Commerce—and through your trade association 
you are a member of it. 


Your operations on the highways are made better by the 
National Highway Users Conference and the National 
Council of Private Motor Truck Owners. You support 
them with funds and through your staff you furnish man- 
power in their staffs. 


You enjoy the benefits of the work of the National 
Industrial Council and the Nationa! Association of Manu- 
facturers—the inter-related work of the American Trade 
Association executives and the Washington Trade Asso- 


executives. 


The professional organizations, too, help inspire your 
staff, give them ideas and encouragement. The American 
Public Relations Association, the American Statistical As- 
sociation, the American Institute of Accountants, the Na- 
sional Association of Cost Accountants—all of these groups 
enlarge your influence and aid in your work. 

Gentlemen, I think you will agree that this was a good 
pie, an nourishing pie, a well-designed, well-baked and 
presented pic. Ir is yours, gentlement. Take these slices 
—make the most of them. 


ELECTRIC SIGN 


ominete Your 
Maerteting Ares 
With This Bg 
Low Cost Electric 


Sign. (20° 10°) 


Your Copy in Beautiful Color 
Sells — Day and Night 
Don't miss on this—swrite for complete details today 
Co. 
High Point \.0. 
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The Header Asks: 


By DR. C. D. DAHLE 
Technical Editor, ice Cream Field 


Improving Melt-down Tests? 

We make a 14.5 per cent fat, 39 per cent total solids mix, 
using fresh 40 per cent cream, skim condensed and milk, 15 per 
cent sugar, 0.03 per cent stabilizer and 0.013 per cent emulsiher. 
We freeze in continuous freezers, two 150-gallon per hour capa- 
aty, 3-5 pounds ammonia back pressure, 32°-34° F. temperature 
ot mix entering freezers, temperature of ice cream, 24-25 F. 
The vanilla comes out looking wet and soft at this temperature, 
W per cent overrun. 

We make a chocolate mix with 0.026 per cent stabilizer and 
0.013 per cent emulsiher. The total solids are a little more 
than the vanilla mix. This ice cream comes out at the same 
temperature, 24.25" F, but looking a lot drier and stiffer than the 
vanilla ice cream mix. 

In a melt down test the vanilla melts back to mix more like 
the original mix than the chocolate. The chocolate has quite 
a large amount of air foam left on top of screen. We tried 
increasing the emulsiher, but this did not help dry it up. 

Could you make any suggestions so that we can dry this ice 
cream up and still give us a good melt test? 


Answer 


Usually the emulafter will dry up an ice cream mix quite satix 
factorily. In your case | don't believe you are getting «2 low 
enough temperature. I notice that the drawing temperature of 
your ie cream mix is 24 to 25, whereas it should be around 22 to 
22.5, and in chocolate ut thould be even lower than that because 
you should have more mgar in chocolate ice cream. 

You don't add as much dabilizer in your chocolate as vou do 
m the vanidla but you have more solids in this particular we cream 
and that probably accounts for the extra dry appearance of the 
chocolate over the vanilla. 

I suggest that you check on the blades and se that they «rape 
properly and that they are good and sharp and try to get your 
drawing temperature around 22 of 22.5 for vanilla and even 
lower on the chocolate. You might even check for ail im the 
system also. I beleve you can increase the dryness by getting 
@ lower temperature and also by stepping ap the emulafer. Al. 
though you say that stepping up the emulufer did not dry up the 
we cream, ordinarily it will. 
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14 Per Cént Formula? 


I am writing to see if you could possibly giwe me a good 
formula for an ice cream mix. We have been dissatished with 
our present mix. I attended the short course for ice cream 
making and I have ideas for making an ice cream mia, bat I 
would feel much more secure if you would help me. I would 
like a mix of 14 percent burterfat, but I would appreciate it if 
you would calculate the serum solids and total solids. 


Ans wer 


I am glad te provide you at this me with « 14 per cont 
ice cream mix, although you did not mention & materials you 
had on hand. I| am assuming that you will have @W per cont 
cream, 4 per cent milk, and | am wmggesting that perhaps you use 
condensed shim mulk if you can obtan Dry is satic- 
factory, also, but | rather imagine that you are in «4 position to 
obtain condensed shimmill in your own locality. 

This mux, then, well test 14 per cont fat, 100 per cont weram 
solids, 13 per cont sugar, and 0.3 per cont stabilicer, The stabi- 
licer is also more or less arbitrary, the amount, of course, verying 
with the type of stabilizer you use. 

51.5 ibs. 40% cream 
34.2 the. 4% 

19.0 lbs. condensed shim 
15.0 lbs. mgar 

0.3 lb. stabilizer 


Use of Magnesium Oxde? 


I was very much interested in studying your recent article in 
Ice Canam Freco regarding defects in ice cream, and want to 
thank analyses. We occasionally find it 
necessary to standardize the acid, and therefore would like to 
have more information regarding the use of magnesium onide. 
Is this sold under any particular trade name? Do you have 
a formula tor as use? What and where would be the best place 


to obtam it? 


you for a very 


Ans wer 


Magnenam oude very fine material to for standardizing 
the acodity of ice cream mines. The advantage of this material 
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is that vou do wet have to exe very muck end does mot affect 
the favor te amy greet extent. 

Thue con be from mpply houses that are 
supplying materials to the chemutry industry and ale to the 
flood | would ask for magnenam onde, technwal grade. 

The of magnenem oxide te sentralize 
pound of late aid depends apon the mdivideal sample of 
mageenem If magnenem onde were 100 per cont pure, 
would tehe 0.224 pownd:s te neutralize one pound of lactic 
aod. However, have found that takes about 0.) pound 
magnenum onde to neutralize one pound of lactic acid when 
ome bays techmcal grade oude. 

you are going fo magnesiam onde to neutralize some of 
the acid of the mux ut will be mecemary for vou to have an acid 
tester and ta the acsdity of the mua before attempting to 
standardise the aid. The proper way to tet for acidity u to 
weigh the sample of mix and then dilate with an equal weight of 
distilled water before trating for acid. 

would wot endeavor to redece the acid te «a point lower then 
the normal pont eith solids content of the mx. If you 
have an sce cream mix having «4 serum solids content of 10 per 
cont, then vou can reduce the aid to about O18 per cont. If 
the serum solids comtent in 11 per cont, then vou can reduce the 
te O.198 per cont, and on. 


Storing Condensed Milk? 


We are wumterested in learning as much as we can about the 
treesing and storing of plain condensed milk, the process neces. 
| understand 
you have done some work along this line and wonder if you could 
us best ways 


sary do this and at methods af stor ing. 


We are just installing a vacuum pan and 
would store our surplus condensed im the spring for use in ice 
cream mix in summer and fall 


Answer 

For along time was thought that freeing of plan condensed 
war not watufactery practice because at the end of two oF 
three months of storage in the frocen condition the product would 
thew ages of coagulation when defrosted. Sometimes the card 
would not disperse properly im the mix, and therefore quite a 
number have objected to the ase of froven condensed shim milk. 

We have been freeceng condensed shim mulk for some time and 
oe have been holding for as long as ux months. Upon de. 
fresteng the product shows curdimess but this disperses very readily 
the we cream. There one precaution toe remember in con 
nechon with storing freren condensed milk and that is not to heat 
the milk tow high om the hot wells before condenung. 

We found that the heating temperature should not exceed be- 
teeen 160 and 170 for the best results, so far as rediuperanon 
of the product m cream cancerned, 

Ome hundred and wvrenty degrees would reselt m a better 
favored product than 160°. But 170 should not be exceeded. 

would alio wet ande wmall pilot samples containing about one 
quert of frecen condensed and observe these after one month, 
fwo months, and three month: im storage. Disperse these in hot 
mex and see if they show any agus of failing te go inte proper 


Address your teche ce! ques 
tions to Dr. C. DO. Dahle 
leo Cream Field, 19 W.& 
44 St, New 18, 


dispernon. If this happens, then of course the large batch which 
the small batch represents should be ased up wonmediately. 

More and more condensed milk is goung to be frocen than im 
the pest. In the past many plants made conuderable amounts of 
sweetened condensed in order to atilice milk solids. believe you 
will find that a great many now will resort to frozen condensed 
shimmilkh instead of the sweetened because of the convenience 
of handling the frecen material, against handling barrels of 
sweetened condensed. 

I would condense the shim to about 3.5:1 rate. This may 
be superheated or plain. It doesn't make any difference from the 
vtandpowmt of freecing which you use. 


Buttermilk Powder? 

Will you please give us your opimion on the use of sweet cream 
buttermilk powder, contanming approxunately five per cent butter- 
fat, which would be used to replace in part milk powder in ice 


cream mix. What amount, if any, would you recommend using in 


ce cream mix? 


Answer 


Sweet cream buttermilk powder, if made from «a good source 
of sweet cream buttermilk, can be a very fine source of serum 
solids im toe cream. lt can be ased to the same extent that you 
use ordinary dry shim milk. | assume, however, that thi wu 
spray dry and ut has been approved from the standpoint of 
quality. 

Owite a few manufacturers prefer thu type of powder to the 
ordinary spray dry shim milk because of the higher fat content. It 
alee is higher im lecithin and if ut is obtained from sweet cream, 
unneutraliced, then is good source of serum solids for ice 
«ream. 


VENDING 


SINCE 169? 


PROBLEMS SOLVED 


@ THE vending season will be here before you know it. 
Will YOU be ready for a profitable operation this year? 


@ SOFPFE refrigerated bodies are backed by 58 years of solid 
body building experience 
for you 
coming busy season a profitable one 


MORRIS SOFFE 


170 W. BERKS ST. 


Let thes experience go to work 
Our staff ts at your disposal to help make your 


SON 


PHILA. 22, PA. 
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ALPHA PRICE LIST 


Aipha Aromatics, Inc. manufacturers 
ot processed fruits. nut speciaiues, pure 
vamillas, extracts, flavors, stainhzers, food 
colors and other speciaines tor the ice 
industry announce a new revised 
and expanded price list. Copies may be 
obtained by writing to the company 


cream 


REVCO MERCHANDISER 2 


Reveo, Inc., announces a new addition 
to ther line of Low-Temperature Refrig.- 
eranon Products. This new Revco Mer. 
chanduwer ws deugned especially to sell Ice 


Cream and related wems 


The new Revco Ice Cream Merchan- 
diser, it is reported, provides 6 cubic foot 
capacity for packaged Ice Cream. The 
aluminum walls of the Freezing Compart- 
ment provide for Quick Cold; they are 
said to be rust proof, chip proof and easy 
to clean. The freezing compartment is 
divided three with each 
Divider-plate refrigerated and equipped 
with removable quick-defrost caps. A new 


into sections, 


Address 


Your Name 


Your Title 
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New Products 


type of construction, employed in the 
Reveo Merchanduer for lee Cream, keeps 
Frost-line low, vet safe, it w reported. The 
catunet comstruction provades for complete 
sealing against mowture-vapor. 

The Revweo Merchandiser for packaged 
lee Cream is available in three models: 
Model LTO6OCL as illustrated with illum. 
uated sign, Standard back-bar for «lf 
serve of related items and equipped with 
heavy, clear plastic Draft Shields. Made! 
LT6OC, same as model shown except 
without dluminated sgn. Model LTOOP, 
same as Model LT6OC except with plain 
back-bar which provides for any special 
handling of brand name or other display 
treatment. Cabinet are: 
Height from floor to compartment open- 
ing, 36',°, including castors; width of 
cabinet, 41°, depth front to back, 27”. 
Complete data is available on request. 


Dimensions 


ORINCER MOLDS 3 


A new line of fancy center molds has 
been developed by the Oringer Manutac- 
turing Company. The line includes direct- 
fill, cutting and sectional molds for fancy 
center work. The line is available in a 
wide variety of shapes and styles, includ. 
ing eggs, rabbits, lilies, etc., for specialty 
items appropriate for helidays and many 
organizations. 


SOLCHO a 


The Extrax Company announces the de- 
velopment, after extensive research, of a 
soluble basic powdered chocolate product 
with which, it is claimed, the ice cream 
nanufacturer can make chocolate ice cream 
without the separate operation of preparing 
a “chocolate ice cream mix.” 

A chocolate ice cream mix is customari. 
ly produced as separate and distinct from 
other With the new 


we 


Extrax product, known as “Solcho,” choco 
late we cream repewtedly can be prepared 
yust ke amy other flavored we cream. 

“Solcha,” which is instantly soluble, is 
prepared as a powdered concentrated prod- 
wet. When added t we cream minx at 
the rate of twelve ounces per five gallons, 
it ws said that a smooth, even-textured 
"“Solcho” 
is casily used in the preparation of choco- 
late ice cream in both continuons and 
hatch freezers | 

Some of the advantages claimed By-the 
manufacturer are: (1) no cooking of 
chocolate product necessary, (2) no waste, 
(3) complete case of handling, (4) sv- 
ing of storage space, and (5) a pure food 
product 

The chocolate products are another of 
the lang list of products which have been 
solubilized through research conducted by 
the Extrax Company, and its President, 
Harold A. Hoffman 


chocolate we cream as the result 


DAIRY BOOK 
Publication of “Dairy Products,” the 


latest in a sernes of volumes dealing with 
wartime problems im subsistence research 
and development, has been announced by 
the Commanding Ofhcer, Quartermaster | 
Food and Container Institute for the Arm. | 
ed Forces. 

The 17 i-page volume describes those 
World War Il research and development 
activities of the Food and Container In- 7 
stitute which affected dairy products for | 
the Armed Forces. The seven chapters of 
the book deal with organization of the 
Dairy Products Branch, the Importance of 
Milk and Milk Solids in the Soldiers’ | 
Diet, Fluid Milk, Evaporated Milk, De- 
hydrated Milks and Ice Cream Mixes, 
Cheese, and Spreads for Bread. 

Copies of the published volumes may 
be had without cost. 


INFORMATION PLEAS 


To New Products Department, 
Ice Cream Field 


19 West 44 Street 
New York 18, N. Y. 


I would like to know more about the 


following New Products mentioned in 
the March issue. 


(Print Identifying Numbers ) 
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TANK, COATER AND SOFTEX 6 


lee Cream WNowelnes, Inc, has an 
nounced a heavier production schedule for 
new stainless 
dipping tank. The 125 tb. capacity tank 
us said to be ideal for wnal!l and medium 
ured «we cream plants for an ethcient 


(See Photo 


stec| manual chocolate 


chocolate coating operation 
graph) 

ICN claws that many large we cream 
manufacturers are using thes efhcient dip 
pang tank as an susiliary tank im the pro 
ductian of spec sal confections such as frust 
coated bars. Such an auxiliary tank per 
mits lenited produc hon of specially coated 
bars without disturbing the regular pro 
duction arrangement in the plant 

The ICN manual 


tank mw a hot water packet mode | 


chocolate dipping 
Even 
heat distribution throughout the tank is 


mamtained by derect clectric mmmermon 


thermostatic con 


An automat 


heaters 


FRANCE E. KELLOGG CO. 


trol with bulb om direct contact with choco 
late can be set for desired temperature. 
The tank ts readily movable and com. 
pact. The overall dimensions are 72° long 
wide and 35° high exclusive of 
aryp rack. It is 57° high with drip rack. 
ICN has also announced the develop- 
stalulizer—“Softex 5325” 


x | 4 


ment of a new 
for it water ice confections 

“Sottes 525,” the company states, 
unmediately cold water soluble and results 
in a clear solution. It requires no pre 
mixing with sugar or any aging 
revealed that “Sottex 


$25” does not react with atric aad. No 
sediment om the hottam or laver at the 


The company 


top «= formed when this new stabilizer 
used un the mix. Ie was further stated thar 
fe separation or precipitation ot any swt 


N's techni 


$25” resules in 


wilt «cur Wi the sMution 
‘Sot tex 


water 


cams state that 


giving 
smoother texture. 


Immediate delivery of the Tolan Speed 


Coater, a machine for dry coanng frozen 


contections ai  hner, 


stick contecnions, was also announced by 
ice Cream 

The Tolan Speed Coater, i was re- 
vealed by the company, handles all types 
of dry coatings such as nuts, macaroon 
shredded toasted 


The Speed Coater can cover up 


crunch, and 
wd 


to 1.000 doven stick confections per hour 


MINERALICHT 7 


Klenzade Products, Inc., announces ex 
clusve dustribumon of Mineralight for the 
and food industries 
a small, compact, portable, long wave 


dairy Mineralight ts 
ultra violet lag he which excites fHuoorescence 
um mulkstane, fats, and other extraneous 
«xls mot readily apparent to the eve 
Miuneralight is used hke 4 flashlight and 
when beamed against equipment surfaces 


ot into cans, deposits fuorescence and are 


TRUE BEAN 
VANILLA 


121 N. BROADWAY, MILWAUKEE 2, WiS. 


umstantly detectible. One of the umportant 
uses of this equipment, according to the 
manufacturer, is to discover the beginning 
of milkstome and other soil formations so 
that corrections can be made in cleaning 
procedures. It is also useful in detecting 
rodent contamination of stored materials, 
rat harborage, and evidence of infestation. 
The easy portability of Mineralght makes 
u a valuable aid to plant inspectors, sani- 
rarians, and held men. 

7 Mineralight operates from 110 vole 50- 
& cycle AC, or two 45 volt “B” barteries. 
lt is furnished complete in a metal carrying 
case contaming bartenes and wiring circuit. 


TRUCK REFRIGERATION 


Weight-consoous truck operators will be 
interested in the new Foster-Buile Dry Ice 
Truck Bunker. The Unit shown here 
holds two blocks of Dry Ice and ts de- 
signed tor route trucks, A larger unit 
holding four blocks uw available for ovwer- 
The bunkers are manu- 
tactured by Foster-Built Bunkers, Inc. 


the-road haulers 
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SWEDEN UNITS 9 


The Sweden Freezer Manufacturing 
Company announces the development ot 
a milkshake machine dengned to amplify 
and speed up the producnon of milkshakes 
and malts. Called the Prigndmixer, this 
new machine is said to be practical for 
drugstores wherever milkshakes are 
served. Heart of the new machine a 
gallon chamber in which the liquid milk 
shake mixture » cooled down to the de 
sired temperature, while a whipper swells 
u to the proper milkshake consistency 
Automat temperature controls then hold 
the product until served. A spigot-type 
dispensing front permits instant and rapid 
serving. (See photograph below.) 


The dimensions of the machine — it’s 
high, 15° wide, and deep — 
make it suitable for installation on counter 
or backbar. The front is of cast iron fin- 
ished in porcelain enamel, the other ex. 
terior panels are welded into one seamless, 
removable prece. The whipper is powered 
by a ') HP motor and the cooling cham- 
ber may be hooked to any ', to 4 HP 
Freon condensing unit. The machine will 
make 16 large milkshakes per filling in 


four minutes, says the manufacturer. 


One of the new soft ice cream freezer 
models being offered by the Sweden 
Freezer Manutacturing Company for 1950 
is the Sweden Challenger. The Challenger 
has a two-quart freezing cylinder, and ws 
compact to permit installation in locations 
previously considered impractical for an 
item of equipment as large as a soft ice 
cream freezer. 

Completely self-contained and of small 
dimensions 20°." wide, 19° deep, and 
20°," high — the Challenger requires no 
water connections or special wiring, and 
comes ready to instal! for ummediate open- 
ation. 


Ice Freto. March 1950 


The Sweden Company 
announces the development of a new 
tountam-mua storage cabunet designed for 
those we cream freezer installanans where 
both space and capital are lumited. The 
new cabinet uw said to combune the fea 
tures of a mix holding cabinet and soda 
fountain im one compact unt and comes 
complete with remote condensing unit 
It also available without condensng 
unit for commecning to existing refrigera 
(See photograph at right.) 

The cabinet portion of the combination 
features extra-large fronmt-opening doors 
and a litt of only a few inches for case 


Freezer alse 


thom svetems 


in handling heavy mix cans. Furnished in 
4, 6 and & ten gallon can sizes, the 


The 
> 
at 


# 
by 
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Mr. Ice Cream Manufacturer... 


How often do you find yourself “on the spot” when a new or 
prospective account looks to you for advice or help in selecting 


equipment for a new installation or a remodeling job? 


You're on a spot where you have to come up with dependable 
equipment that will do a job for your customer . . . equipment in 
which you have confidence. In Everfrost equipment you will find 
all the features that will please your customer and give him years 
of dependable, economical performance. 


Only with Everfrost do you get a complete package unit, includ. 


ing a compressor and the revolutionary Everfrost Refrigerated 


Carbonator and Water Cooler ... a package unit that eliminates 
expensive installation costs. It’s just like installing a cabinet and 
you can get an Everfrost fountain that will fit the exact needs of 
your customer’ s installation ~~ large or small, 


We'd like to tell you about all the features of Everfrost equip- 
ment... all the reasons why you will be able to recommend and 
install Everfrost with complete confidence. Sign and mail the 
coupon today and learn how you can offer your customers more 
value with Everfrost. 


5701 So. Metter Loe Angeles 3, 
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iN FLAVOR 


VANILLA No. 7 
ee Quality Compound Vanilla 


THREE STAR ESSENCE 
DARE 


VIRCINIA DARE EXTRACT CO. 


INC. BROOKLYN 32, NEW YORK 


SINCE 
1835 


calanet also suppled with removable 
wire shelves for storage of mux mm milk 
bottles, cartons, of other containers 
smaller than the standard 5 of 10 gallon 
cans. The interior of heavy gauge stee! 
enamel finuhed for easy cleaning, and 
the clear cabinet top provides ample space 
for dishes, flavors, etc. according to the 
y 

The soda fountain unt asembly can 
sists of water and soda draft arms and re 
mowable stainless steel crushed ice and 
drip Of heavy gauge 


stainless stec!, the travs are recessed into 


trays pressed 
the top to cool them, thus retarding mele 
ing of the crushed we 

Ths new unit refrigerated by a spe 
cially desgned, compact ice bank type 
sweet water bath system which also cools 
the soda and fresh The 


large capacity cooling system reportedly 


water extra 
prowides a large volume of fresh and soda 
water at the mght carbonation temperature 
and elumin t nee for an oversized 
refrigeration system to take care of peak 
loads during busy periods 


DRY ICE SLABBER 10 
Availability of a Dew Ice Slabber which 


said to cut a hfty-pound block of ice 
into umiform slabs of exactly one. 
mech thickness each has been announced 
by the Jiffy Manufacturing Company 

Dunensions of the umt are 14° by 13° 
by 20° hugh. It is made of fabricated 
stee! with welded punts and fmehed in a 
dark olwe shade of enamel. It operates 
on 110 Vole ALC 


HANDI-PACK 


The of Henry & Henry, 
y ork, has 


operators its new Marshmallow Topping 


inc., introduced to fountain 
packed im a transparent plastic container 

Boyd's Mand:-Pack 

F. |. Barrett, Sales Manager tor the 
Company, had thw to say about the new 
Hands-Pack 

"The new Boyd Handi-Pack protects 
ihe delwwus flawor of the marshmallow 
vopping until the pack uw opened and be 
cause of the handy size, it is not necessary 
to open up the packs unnl a new supply is 
needed at the fountain; thereby keeping 
tresh at all tumes 


"With d Hands Pack 


method there waate and The 


this he. 
can openers or tim cans to bother with.” 
(Complete informanon on the new Boyd 
biand: Pack Marshmallow Topping may 
secured bey writing direct te blenry 4 


Henry, Inc 


FLORASYNTH LIST 12 
Florasynth Laboratories, Inc. has an- 
nounced the issuance of its newest whole- 
sale price lista complete twenty-cight- 
page publication covering an extensive 
variety of flavoring, aromatic or essential 
ol material unlized in food processing. 
Florasynth Laboratories will distribute 
the publicanion to customers ‘and to con- 
cerns interested im Florasynth products 


and research 


RECO CART 13 


Refrigeration Engineering Corporation 
has developed an ice cream vending cart 
that reportedly has been designed to pro 
vide sufhcient “che 


greatest possible savings in lowering me! 


insulation ta efect 
age loss and dry ice cost.” 

Each cart has a double, heavy steel bor. 
tom, braced bw thick oak backing. The 


bods of the cart & strongly reintorced at 
tie junction pounts of the handle bar so 


that constant lifting over curbs will not 
pull the bar loose, according to the manu 
tfacturer. 

Flototeam insulation is featured. These 
carts use only from seven to eleven pounds 
ot dry 
-laums 


we per day, the manufacturer 
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Business News | 


KALVA CORPORATION ANNOUNCES EXPANSION 


The Kalva Corporanon of Waukegan, Ilimou, having served 
the dairy and ice cream industry for hiteen years, has announced 
a large expansion program 

Kalva has recently acquired the lee Cream, Dairy and Soda 
Fountain Divisions of the Cook Chocolate Company of Chicago 

Basic chocolate manufacturing facilities and enlarged research 
operations staffed by leading food chemists will be of great value 
to users of any form of chocolate required by the dairy industry, 
a company spokesman declared. 

The Kalva line now includes the tollowing: Syrup and Powders 
for Chocolate Milk; Coatings—both Pail and Slab types for lce 
Cream; and Fruit-Flavored coatings and water wes. 

Further additions to the line are cocoas and liquors tor choco 
late ice cream “Sundae-Fudge” favors in both paste and powder 
form; chocolate Chip-Ertes for chocolate chip we cream; butter. 
scotch ice cream flavor; chocolate fuuntain syrups; fudge; fondant 
topping; butterscotch fudge; luxury cream caramel fudge; choco- 
late syrup powder for powst-of-use manufacture of fountain syrup 
and instant chocolate and cocoa for fountain use 

Robert L. Close, with Kalva eleven years, has been named 
General Sales Manager. Avery M. Bishoff, Jr, formerly Sales 
Manager of the Dairy and Ice Cream Division of Cook Choco- 
late, has joined The Kalva Corporation as Vice President. Kari 
W. Karnopp is President of the frm, Kingsley P. Karnopp is 
Executive Vice President, Leon F. Snerlong is Director of Re- 
search, and Clem H. Olson is Treasurer-Credit Manager. 

The major Kalva products are now available in Canada as the 
result of a licensing arrangement between Kalva and the Kingsway 
Chocolate Company, Led. of 521 Frome Sereet East, Toronto, 
Ontario. It is under the direction of James H, Murray, a man 
of long experience in the chocolate field. 

All products of the Kingsway Chocolate Company are manu 
factured according to Kalva formulas and all production is checked 
by Kalva laboratory technicians. Many products formerly ex 
ported by The Kalva Corporation from Waukegan to members of 
the British Commonwealth of Nations, will now be manufactured 
and exported by Kingsway Chocolate Company, Led. These pro 
ducts are thus more readily available to ice cream and dairy firms 


operating in the dollar-shortage areas of the world. 


CARRIER CORPORATION REPORTS EARNINGS 


Carner Corporation, Syracuse, New York, manufacturer of air 
conditioning, refrigeration and industrial heating equipment, has 
reported a net profit of $1,834,967 or $2.72 per common share for 
the fiscal year ended October 31, 1949. This compares with 

2,710,412 or $4.19 per common share tor fiscal 1948. 


GUNDLACH CITES “SWEETHEART” RICHTS 


G. P. Gundlach & Co. nationwide ice cream sales 
have halted the efforts of the Quality Chekd Ice Cream Asso 
cation and its members to apply the name “Sweet Hearts” to 
its we cream merchandising scheme wnvolving plastic containers. 
The name, “Sweetheart” as applied to ice cream is the property 
of G. P. Gundlach & Co. and was nationally adverused in 1949. 
“Sweetheart” Ice Cream is a blend of cherry, coconut and pine- 


1980 plans for merchandising “Sweetheart” Ice Cream include 
a full-page, full-color ad in the Saturday Evening Post during 
June. This ad is sponsored by the Dairy Guild Division of 
G. P. Gundlach & Co. and & the second im a series designed to 
aid the we cream industry 

G. P. Gundlach & Co. launched their program of national 
full-page, full-color advertising of various flavors of ice cream in 
February when they featured Genuine “Whitehouse” Cherry Ice 
Cream in the Saturday Evening Por. “Whitehouse” Cherry Ice 
Cream was created by G. P. Gundlach in 1919 

The Gundlach Co. dropped its proposed suit against the Quality 
Chekd organizanon for infringement of its registered name 
“Sweetheart” when it was agreed that Quality Chekd groups 
would at once cease and desist in the use of the name “Sweet 
heart” for ice cream 

According to G. P. Gundlach, President, “Immediate action 
was necessary to protect the mghts of hundreds of independent 
«Ke cream manufacturers throughout the nation, who wmtend to 
feature Genuine ‘Sweetheart’ Ice Cream during May and June 
of 1950 and the years to come. Thousands of dollars are being 
poured into the ‘Sweetheart’ Ice Cream promotion by the Gund. 
lach Co. in its national advertising program featuring thu ice 
cream which is a special combination of cherry, coconut and 
pineapple prepared by the Gundlach organization 

“lee Cream concerns may tie in with the national campaign 
on a local level to whatever extent they wish,” Mr. Gundlach 


said. 


CABINET DIMENSION SUMMARY ISSUED 


Manutacturers of we cream cabinets have released their annual 
Dimension Summary covering 19S) models of we cream cabinets, 
the Aw Condinoning and Refrigerating Machinery Association 
announced in Washington recently. Principal manufacturers of 
“e cream cabinets are members of the Assamation’s Ice Cream 
Cabinet Secnon. Copies of the Dumension Summary have been 
mailed to some 4800 manufacturers of we cream throughout the 
country 

Approximately one-third of the 1950 models have dimensions 
differing from those listed in the 1949 Summary, an Association 
spokesman stated. 
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SAVACE ARMS ACQUIRES NEW JERSEY FIRM 


The purchase of the capeta! 
of ©. V. Hal Ce, 
Inc. of Trenton, New Jersey 
by Savage Arms Corporation 
has been announced by bred 
F. President 
and Creneral Manager of Sav 
age Arms. The purchase 
subsect to the approval! of 


the stock holders ot 


at the annual meeting April 


Savage 


IS. The price to be paid tor 
$3,500,000 
he agreement requires that 


all of the common 


approaumately 


Savage obtain at least ninety 
hve percent of the outstand 
im? ston k 

The was 


made by 
5 MICKEY Savage to expand its present 
refrigeranon business, which 
the retail 
uw one of the largest 
manufacturers of refrigerated self-service, display cabinets for 
the retail sale of meat, hah, vegetables, dairy products, and 
trogen foods 

C. V. Hill & Ce. Inc., was established mm 1489 by the late C. V 
Pill, Se. and during recent years the business has been operated 


uxludes the manutacture of 


sai! 


<cTeam for 


of we cream. V. & Co. Ix 


A GOOD BRAND IS WORTH 


“PROTECTING’’ witTH 
MULHOLLAND DUBL-STRENGTH 


WOODEN 


SINGLE 
-PAK- 
BSPOONS 


SINGLE PAK SPOONS bring the cost of santery protection for 
your prodvet, brand and name, end creation of lasting 
BEMEMBEANCE tor its superb qvuolities TO A VERY SMALL 
FRACTION OF A CENT! And in this doy of increasing compe- 
titien, you NEED thin bind of preven odvertining investment, 
SINGLE PAK SPOONS ore in class by themselves for quality 
end ytility 
@ Use either end as the bow! 
them easier te insert hard 
Machine courted in 
end waste 
lads 
Moisture 


sem: pornted bow! mohes 
cream 
ttrips eliminotes extra handhng 
wrepping protects ogeinst dust, dirt ond 
reassures the customer of your interest in 
his health protecthen 
Stronger then conventional types, becowse they're WIDER 
of the 
let we shew pow how few coat SINGLE PAR SPOONS will odd te 
the soles ond deoter pew trying te pul behind 
WRITE TODAY POR SAMPLES AND ES. 


bw hes two “eis, Seuart Pill, 
V we -Presedent 


The company employs about 8%) persons im its plant m Trenton, 


Presdent and C. V. Mill, Jr. 
During 1949 os sales approximated | 000,000. 


which comtaims about 430,000 square feer of floor space and 
lacated om a iS-acre plot im that ary 


Its products are dutributed through 200 dutributors in the 
Unwed States. Hill refrgeranon cabinets are made in Canada 
under an arrangement with Fabien Lemuted of Monereal, P. Q., 
Canada and are dutribured in other foreign countries by the 
A consuderable num- 
ber of its products » sold directly and indirectly to many leading 


hain sores 


International General Electra Company 


The board of directors of Savage Arms Corporation has ap- 
proved the purchase and will recommend to the stockholders that 
approval be gwen at the annual meeting 
stockholders, Frederick F. Hickey will be elected Chairman of 
the Board of C. V. Hill & Company; Gordon T. Wood, Vice- 
President and Treasurer of Savage Arms and Thomas S. Kernan, 
of the frm of Kernan & Kernan, genera! counsel of Savage Arms, 
will also be elected to the board of C. V. Hill & Co. which ts 
now composed of |. Seuart Hill, C. V. Hill, Jr. and Earl Kressler. 

]. Sewart Hill will commmue as President of C. V. Hill & Com- 
pany, Inc. and C. V. Mill, Jr. will comunue as Vice-President. 
The entire Hill organizanon will be retained and its business 
will be continued at its present location in Trenton. 

Mr. Hickey said that the name of C. V. Hill & Co., Inc. will 
not be changed and that its present policies will be continued. 


Upon approval by the 


The Savage Arms Corporation was first organized as Savage 
Arms Company in Unca, New York on 1898 to manutacture a 
high-power rifle invented by Arthur Savage of that city. During 
the early part of the first World War, the Savage Arms Company 
The 


plant facilines were increased to approxmately 750,000 square 


was reorganized and became Savage Arms Corporation 


feet and large quantities of Lewis machine guns were manufac- 


the United States 


tured tor 


government, Great Britain and 


(Canada 


At the close of World War I Savage Arms bought the J. 
Stevens Arms Co. from the Westinghouse Electric and Manu 
facturing Cs and has ever continued ta operate that 


Mess its original location im Chicopee Falls 


During World War Il, Sawage Arms bought the Stevens 
Durvea and Lamb Knitting Machine plants in Chicopee Falls. 
These plants had apprommarely 300,000 square feet of space. 
They were combined with the Stevens plant approximating 275, 
OOO square feet of space. In these three plants, Savage Arms now 
manufacture its widely diversihed line of Savage, Stevens and 
Fox rifles and shotguns as well as a complete line of hand and 
power lawn mowers. In 1944, Savage Arms purchased the ma- 
chinery, tools, equipment and inventory of the Worcester Lawn 


Mower Company of Worcester 


Savage Arms offices are box ated in the Lincoln Bauld- 


mg at @) bast 42d Street, New 

The Board of Savage Arms voted to include 
among the list of nominees for directors to be woted on by the 
stockholders at the annual meeting, April 18, the names of J. 
Seuart Hidl, President of CC. V. Hill & Company, Inc. and 
Charles W. Hall, Presedent of the Oneida National Bank & Trust 
Company of Unca, New York 


Y ory City 


Lhirectors of 
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REXALL SELLS DRUC STORES 


The Rexall Drug Company has recently verihed reports om the 
sale of nine Liggett Drug Scores in Pennsylvania and West Vir- 
ginia to Rand's drug cham. Sale hgure was reported at approx 
mately $500,000. 

The deal was consummated January 17 at the Wilham Penn 
Hotel im Pietsburgh bur details were not completed unm! later 
Key figures im the negotianons were S. E. Levy, prendent of 
Rand's; C. C. Mason, vice president of Liggetts; A. T. Carruthers, 
representing Rexall, Liggett’s parent company, from Los Angeles. 

Commenting on the move, Mr Carruthers said, “This ws im line 
with Rexall management's policy of reducing the number of com- 
pany-owned stores in favor of a growing number of independently. 


owned drug stores that are operating under the Revall tranchue.” 


FORREST BAKING CELEBRATES IST BIRTHDAY 
The Forrest Baking Corporanon of Chicago has just celebrated 


its first anniversary in the sugar cone manufacturing field. 
Lawrence Schneider, Production Manager, has just supervued 
the installation of a modern up-to-date conveyor system which has 
increased cone production many times ower. 
This conveyor was designed espeaally for Forrest Baking to 
handle the increase in sugar cone business this past year. Other 
expansion plans are also being considered for 1950. 


CHILDREN OUT-EAT ADULTS? 


Families with children consume 40.5 per cent more food and 
20 per cent more ice cream than similar-sized family groups with- 
out children, according to results of a survey recently published 
in the Research Bureau of Parents’ Magazine. The project was 
conducted in 1,558 typical households im sixty-eight represen- 
tative cities. Basic data in the report was supplied by the United 
States Department of Agriculture. 


EUROPEAN FIRMS NAME REPRESENTATIVE 


T. Notrot & Cie. of Nancy, France, manufacturers of concen. 
trated flavors and distilled concentrates; Francesco de 
Pasquale Fu Santi of Messina, Italy, distiller of citrus otls since 
1840; and J. Worth of Imst, Fernpass, and Vienna, distiller of 
Hinterseber pine oils; have appointed Wilham A. Hoffman, Inc. 
of 366 Broadway, New York 13, New York as their exclusive dis- 
tributor and representative in the United States. 


puices, 


1 OUT OF 5 THEATRES SELL ICE CREAM 


More motion picture theatres are selling ice cream than ever 
before, burt there ts considerable room for further exploitanon of 
this market, according to results of a National Census of The 
Theatre Industry, published in the February 15 issue of “Extra 
Profits,” a regular department of Ex/ibitor, weekly motion pic- 
ture trade publication. 

While 23.7 per cent of American theatres are selling we cream 
today, as compared to 5.7 per cent in 1947, the fact that three 
or four out of five movie houses still do not sell we cream seems 
to indicate a “clear held” for agressive ice cream manufacturers. 

Of the theatres surveyed, 14.2 per cent of those with | to S00 
seats sell we cream, 40 per cent of those with 50] to 1000 seats 
sell we cream, and 41.4 per cent of those with more than 1000 
seats sell ice cream. 

The survey demonstrated thar 100 per cent of the theatres to 
whom questionnaires were mailed have some facilities for the 
vending of confections. 
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BASTIAN-BLESSING NAMES DISTRIBUTOR 


The Robbuns Future Company of Denver has been appointed 
distriburor of The Basnan-Blessing Company's line of fountain 
luncheonette equipment for the State of Colorado. This am 
nouncement was made by Lawrence N. Lucas, Vice-President 
of The Bastman-Blessing Company of Chicago 


“The Robtuns Future Company, founded m 1921 by Sam 
Robiuns, who owns and operates well known throughout 
the Denver trading area as a manufacturer and distributor of 
store hatures, refrigeration equipment and restaurant supphes,” 
sad Mr. Lucas. The company maintains a staff of fwe refrigera- 
than engineers, and Mr. Robbuns stated an adequate staff of sales 
engineers are ready to serve fountain operators and ice cream 
manufacturers with layout and sales assustance. 

Mr. & Mrs. Robbtuns recently The Basnan-Blessung 
home ofhces and plant m Chicago, where they selected fountain- 
luncheonette units tor ther duplay room located at 937 Santa 
Fe Dnwe, Denver. 


DEEMS HEAD BUYS OUT PARTNERS 


Harry Miller, Presdent of Deems Ice Cream Corporation, 
Brooklyn, New York, has purchased the interests of Adolph 
Polkowitz, Treasurer, and Samuel Seid, Secretary, and now is the 
sole owner of the firm. The agreement also included purchase by 
Mr. Miller of the AXB Realty Corporation, owner of the building 
in which the Deems plant is located. 


Manufacturers of the Waldorf brand of we cream. the Brook. 
lyn organizanon has more than 300 retail outlets 
continue as usual, Mr. Miller said. 


Business will 
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CUSTOM BUILT- 
ALL-ALUMINUM 


This lightweight refrigerated body is ruggedly 
built throughout of high strength heavy gauge 
aluminum ... Custom built to specification. 
(at your delivery costs to a bare minimum 
with Barry and Baily All-Aluminum light- 
weight bodies. Greater payloads at reduced 
hauling cost... Let us quote on your re- 
quirements. 


BARRY A BAILY CO. 


2421 No. 27 Street Philadelphia, Pa. 


BORDEN ACQUIRES RALEICH PLANT 
Acquisition of White Dairy Products Company, Ralegh, North 


Carolina, by the Borden Company has been announced by George 
L. White, founder and president of the company bearing his 


name. The transaction becomes cfectiwwe at once 


One of Raleigh's proneer we cream busnesses, the White com 
pany was founded in 191). The present plant, opened 20 years 
ago, is regarded as one of the best equipped dairy plants in the 
otate 


The operation will be known as White Dairy Products Divison 
of the Borden Company. There will be no change of personne! 
of operating polices. The operation will be under the supervision 


of a board of directors, with Mr. Whore as one of its members 


INTERSTATE LAUNCHES DRIVE 


Merle W. Hart, president of Interstate Creamery, Inc. New 
Castle, Pennsvivania, manufacturers of ice cream mixes for the 
trade, announces the launching of a full-scale advertising and 
promotion campaign for its products aimed at securing wider 


distribution through dealers and we cream manufacturers 


Focal pout of the campaign will be the new Interstate dimen 
sional trade mark figure, the Good ‘n’ Tasty MIX-en (sec 
photograph), which will appear on all the company's promo 

tonal maternal. Projected 
a complete program of new 
material for dealer use includ 
img the Good Tasty Treat 
of the Month posters, special 
ly dengned dealer packages, 
direct mail lwerature and point 
of-sale displays A regular 
business paper schedule will re 


mnterce the printed materia! 


All advertuing and promo 
fon work is being handled by 
Interstates newly appointed ad 
vertiaing agency, Cavanaugh 
Morro Advertising ot Pitts 
burgh, a dwmean of Advertis 
mg Agency Associates, Ch: 


SCHAEFER CONFERENCE HELD 


Two new district factory representanves, E. R. Moesle and W. 
Gordon Wright, atrvended the recent sales school and conference 
held by Schaefer, Inc. tor all the held sales personne! at the tac- 
tory un Minneapolis 

Mr. Moesle represents the company in Pennsylvania, New 
Jersey and Delaware with headquarters im Harrisburg. Mr. 
Wright's headquarters are im Atlanta, and he handles sales con- 
tacts in Tennessee, Alabama, Missiaseppi, Georgue and Florida 

“Schacter, Inc. has spent several months im market studies, 
designing, engineering and tooling,” B. W. Hanson, Schaefer 
President, told the men, “and the 1950 Schaefer line is definitely 
the finest, most beautiful and the most extensive line we have ever 
produced. Four chest models (with increased dipping capacity) 
for replacements, four extra capacity models for maximum stor- 
age and dipipng use, our open top merchandiser and four Clear 
view glass top merchandising cabinets along with three sizes of 
Pakaway home treezers — sixteen different cabinets in our line!” 

A. H. Rose, Schaefer Vice Premdent in charge of Sales left 
the factory soon after the conference to conduct regional presen- 
tations of the cabinets and to coach distributing organizations on 
the new line. Mr. Rose states that while changes in appearance 
and capacity have been made and three new models have been 
added to the line, no functional construcnon or operating changes 
whatsoever have been made 


SWIFT POSTER HONORED 


A Switt lee Cream poster, seen by mullions of Americans on 
more than 700 Billboards across the country the past year, has 
been selected for exhibition at the American Fair to be held in 
Osaka, lapan, during 

The tau is bemg held as a part of the plan to help show the 
Japanese the American way of life. General MacArthur, supreme 
commander tor the Allied powers in Japan, has asked the re- 
onentation branch of the army to assemble exhibits and display 
materials to represent varius phases ot American life and portray 
various types of American products 

Carlos Moseley, chief of the fine arts and exhibits section of 
the New York held office for the reorientation branch of the 
army, is making the selection of materials for the exhibition and 
the Switt’s Ice Cream poster was selected in consultation with 
Outrdeor Advertuung, Inc. from thousands of billboards 

The Switt poster selected was prepared by Needham, Louis 
and Brorby, Inc. of Chicago, advernsing agency for Swift's Ice 
Cream and other Swift products. It features a tempting illus. 
tranon of Switt’s black raspberry ice cream, and at a single 
glance tells much about American food habits and preferences. 
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KELVINATOR FILM EARNS AWARD 


A nanonal honor award for “speaking up for freedom” was 
presented to the Kelvinator Division of Corpor. 
ation on February 3 at a luncheon meeting of the Adcraft Club 
of Detrout. 

Charles J]. Coward, Kelvinator Merchandising Manager, ac- 
cepted the gold medal award from Kenneth Dale Wells, Execu- 
uve Vice President of Freedoms Foundation, Inc. 

The award was won by Kelvinator for its full<olor, 16mm 
documentary motion picture, “Of This We Are Proud.” The 
medal is one of several offered for the first time this year by 
Freedoms Foundation to individuals and organizations for out 
standing contributions to the American way of lite. 

Produced in 1948, the Kelvinator film his been shown to an 
estumated audience of 3,000,000 people. It is a 22-minute review 
in dramatic form of the high pounts in the growth of the United 
Scares, and includes wiews of historic landmarks throughout the 


nation. 


DUNCAN HINES ICE CREAM DUE 
Hines-Park Foods, Inc. Ithaca, New York, has announced 


that it will soon franchise ice cream manufacturers to market a 
deluxe quality ice cream under the Duncan Hines label. 

The food firm, which was incorporated recently with an author- 
ized capitalization of $250,000, is now marketing a line of nearly 
fifty food products through more than 1,000 outlets in New York, 
New Jersey, Massachusetts, Maryland, North Carolina, Indiana 
and 

Under the franchise plan, manufacturers im all parts of the 
country will be able to merchandise ice cream prepared according 
to formulas prepared by Hines-Park and strict quality controls 
will be a part of the program. 

Officers of the corpecation are Roy H. Park, Ithaca, President; 
Frederick B. Bryant, Ithaca, Secretary; and Arthur F. Croner, 


Ithaca, Treasurer 


BORDEN EMPLOYEES SET SAFETY RECORD 

New all-cume safety records were set last year by The Borden 
Company's 30,000 employees in the United States and Canada, 
according to the annual safety report just issued by the company. 

Of more than 500 plants and branches reporting, eighty-five 
had perfect safety records with no employee injuries or vehicle 
aceidents. In addition, 160 finished the year without a personal 
injury and forty-six had no vehicle accidents. 

More than 95 per cent of the company’s employees finished 


| CHOCOLATE FLAVORS 
COCOAS 


The Greatest Taste 
in Chocolate 


Brenches Crmes 
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1949 without a single lost-tume personal mjury acaident. The 
personal imyury rate was 16.56 per millon hours worked, a five 
per cent enprovement over the previous record low set in 1948, 


ICE CREAM ON THE AIR 


During one of the lee Cream Merchanduing Institute's Trawm- 
ing Schools held recently mm Washington, D. C.. an interesting 
“extracurricular” actiwity gave ice cream some gratifying pub 

Through the courtesy of the Horel Blackstone, at which the 
students of the schools are lodged, four members of the class 
were interviewed over WMAL, a Washington radio station 

Arnold M. Berman, Borden Company, Everett, Massachusetts; 
Ned J]. Dowling, Foremost Dairies, Inc.. Jacksonville, Florida; 
Lawrence W. Farnham, Vandervoort’s Inc. Fort Worth Texas; 
and Leonard H. Heller, Northland Milk & lee Cream 
pany, Minneapolis, Minnesota were selected for the interview 

They mentioned we cream's place in the dairy industry; ice 
cream un one of the “basic seven” food groups; challenged and 
refuted the “we cream is fattening sea”; and presented other 
facts favorable to ice cream the food, and to the industry which 
produces it 


BEATRICE FOODS HEAD OPTIMISTIC 


C. H. Haskell, President of Beatrice Foods Company, stated 
recently that profits of the company for the fiscal year ended 
February 28, 1950, will equal or exceed those for the previous 
year. Mr. Haskell spoke im the Motel Waldort-Astoria in New 
York City at a regional meeting of stockholders with abour 300 
shareholders present. 

Sales for the ten months ended December 31, 1949 aggregated 
$160,762,000, against $164,078,000 in the like period of 1948, 
or a decline of 2 per cent he sand. However he went on, unit 
sales in January were about 6 per cent ahead of January, 1949 
Theretore, indications are that earnings for the recent hacal year 
were as good or better than im the previous year, he added 

“We are handling more volume for a little less money because 
the average price of dairy products is leas than in the year before” 
Mr. Haskell said. He estimated that thirty per cent of total 
sales for the year just closed represented sales of fluid milk 
and cream twenty-five per cent; butter seventeen per cent; ice 
cream business, sixteen per cent; products other than dairy, such 
as frozen foods, cold sorage, specialty foods and services, and 
poultry and eggs seven per cent 


QUALITY 


is we accident. tt tekes the 
right combination of meteriels 
ond know-how. Add te thet 
“min” the right venille, cus- 
tom te please consumer 
testes, end you con't miss! 


Write us and get acquainted 
with BECK’S good Vanillas 
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KELVINATOR NAMES TWO 


Appomement of Lowell G. Collins as sales promotion manager, 
and LL. Jack Gage as commercial advertuung manager has been 
announced by |. C. Bonning, advertmng manager of the Kelvin 
ator LDiwmeon of Nash-Kelwimator orpora tion 

Mr. Collins joined Kelvinator in 1946, as commercial adver 
tung manager, following three years’ wartume service with the 
U.S. Navy. Betore the war he served m advernsng and sales 
postions with Sears, Roebuck & Co., Chicago, IIL; B. F. Goodrich 
Rubber Co., Akron, O.; and the Wincharger Corp., Sioux City, 
la 

Mr. Gage has been with Kelvinator twenty-four years, in the 
service and advertuang departments. He has been techmical copy 
supervisor with the advertisung department since 1944 

Both men reside in Plymouth, Mich. Mr. Collins at 1103 
Pennunan and Mr. Gage at 9958 Wayne Road 


SUTHERLAND NAMES TWO 


Sutherland Paper Company has recently as 
ugned A. C. Wade to a newly created Texas 
territory, with headquarters in San Antomo 

Mr. Wade has completed an extensive sales 
training program since youning the Sutherland 
Sales force. Prior to that he had sales experi 


DERBY TAKES LEAVE OF ABSENCE 


Elmer G. Derby, Manager of Bulk Sales for the Walter Baker 
Chocolate and Cocoa Diviwiwon of General Foods, is taking a 
leave of absence to recower his health which has been senously 
affected by overwork. It uw expected thar Mr. Derby may be 


away from hu desk for two or three months 


Dame! E. Hegarty, Assistant to the General Manager, has 
heen appounted Acting Bulk Sales Manager of the Dorchester, 


Massachusetts firm 


Mr. Hegarty has been connected with the Walter Baker Divi- 
sion for ten years, holding the position of Controller and later as 
Assistant to C. H. Gager, Operanng Vice President of General 
Foods. Mr. Hegarty returned to Dorchester m 1948 as Assistant 


to the General Manager 


LAWRENCE RUSSELL 


ence with Harvey Paper Products Company, 
Budd Wheel Company, American Boxboard 
Company, Unilines Equipment Company, as 
well as being im business for himself as a paper 
manufacturer's representative 

Lawrence Russell has recently completed an 
etexnsive sales training program and has been 
assigned by the Sutherland Paper Company to 
the newly created sales territory consisting of 
the enture State of Florida 

Pror to jouming the Sutherland sales force 
Mr. Russell had sales expersene with the Arclas 
Press Company and Power King Tool Corp 
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DREW ANNOUNCES PERSONNEL CHANCES 


E. F. Drew & Co. Inc. of New York City, has announced a 
number of changes im the sales territories of its Dairy and Special 
Products Diwan. 

Aaron Redding has been appowrted Field Sales Supervisor tor 
the Eastern Srates. He will continue to represent the company m 
the New England Scares 

The territory under the direcnon of Robert P. Boynton, District 
Sales Manager, has been extended to the Southwestern States, 
which will be covered by Howard T. Jensen. Gilbert Miller will 
cower the States of lowa and’ Minnesota 

Seuart N. Knadler will represent the divimon in Ohio and parts 
of Indiana and Kentucky. John Gugelman will cover parts of 
Marviand and Pennsylvama. Neil Tanis will be respomsble tor 
the rest of Pennsylvania and the State of Virgina 

The Drew Company announced that these changes are the 
result of the recent expansion in sales and services of this division 
Representation in the States other than those noted abowe will be 
continued on their present basi. 

Ray Peasback, manager of the company’s Dairy and Special 
Products Division, has announced that the sales office of the 
division has been mowed to the general headquarters of the com 
pany, at 15 East 26ch Se. New York City 


JOHN L. STRASSNER SUCCUMBS 

John L. Scrassner, territorial representanve of Cherry-Burrell’s 
Pittsburgh Sales Branch, died February 17. 

Mr. Strassner was born sixty-three years ago in Lewisburg. 
Pennsylvania, and lived practically his enure life in Western New 
York and Western Pennsylvania. He was a graduate of Bucknell 
Academy and attended Bucknell University for three years. He 
joined the Cherry-Bassetr Company on July |, 1924, and had a 
wide acquaintance in the dairy industry both among processors 
and suppliers. 

Mr. Strassmer is survived by his wife, Margaret. There were 


no children. Funeral services were held on February 20 


CLAUDE B. WELLS JOINS BORDEN’S 

Claude B. Wells has joined the Boden Company as Chief of 
Techmical Service to the ice cream and dairy industries for the 
firm's Whitson Products Division. This was announced by G. H. 
Stuart, General Manager of the Divison. 

For the last two and a half years, Mr. Wells has been Tech. 
nical Director of the Rochester Dairy Cooperative, Rochester, 
Minnesota. Prior to that, he served four years as Assistant 
Director of the Sanitary Standards Evaporated Milk Association 
in Chicago. At one time, he was employed by the United States 
Department of Agriculture. 

In his new position, Mr. Wells’ headquarters will be located in 
the New York City office of the Borden Company. 


DIXIE CUP CHOOSES SALES MANACERS 


Dixie Cup Company, Easton, Pennsylvamia, announces the ap- 
pointment of A. H. Pickup and |. R. Bennett as regional sales 
managers. 

Mr. Pickup, who has left his post as Philadelphia sales office 
manager in order to take over the position of regional manager of 
the South Central Region, has been with the Company since 1939 
He is making his new headquarters in Fort Smith, Ark. 

Mr. Bennett, who was until recently Dixie food container rep- 
resentative in the South Arlanne region, is now sales manager of 
that region and is making his headquarters im Darlington, S. C. 
He has been with the Company since 1933 
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JOE EICHBERG ORGANIZES NEW COMPANY 


Joe Ewhberg, Prendent of the Amerwan Lectian Company, 
has announced the organwanen by bum of a new company, 
Integral Products, Inc. to specalae im supplying quality ingred- 
nts to the food industry. Mr Bichberg, who has occupsed bu 
Amerwan Lecithin post for the last fifteen years, returning t 
New York after a year and a half im Moatule, Alabama 


j. B. WILLIAMS IS DEAD 


1. B. Withams of the Wilhams Dairy, Orrumwa, lowa, who has 
been actiwe for many wears in the lowa Milk Dealers’ Association, 
died February } 

Mr. Williams was saty-ane years old. In 1928 he moved tw 
Ortumwa to manage the Swift plant and im 1934 he started his 
own dairy in Crtumwa and expanded « to have several retail 
stores besides the central processing plant 


PURE CARBONIC APPOINTS VICE-PRESIDENTS 


Pure Carbomc Company, a diwwien of Aw Reduction Com. 
pany, Incorporated, has appointed four new vice-premdents, ac: 
cording to an announcement made recently by E. R. Lawrence, 
Pressdent. A. |. Granata was made Vice-Premdent in charge of 
operating and engineering; L. F. Kilmars, Vice-Presdent in 
charge of sales; E. C. McClntic, Vice-President in charge of 
trafhe; and S. B. Stouffer im charge of distribution 

All four of these men have been associated with Pureco and 
They will con. 
tinue to have their headquarters at the company's general othce, 
E. 42nd Street, New York 17, 


the Air Reduction organizanon for many years 


Clinton's 
DRIED CORN SYRUP 


(Dextrose — Maltose — Dextrins) 
For Controlled Quality Ice Cream 


@ Commercial use has proven Clinton Dried 
Corn Syrup for superior in producing qual- 
ity ice cream of improved consistency and 
richer, smoother eating qualities. its bland 
character enhonces ond preserves flovors. 
That s why ice cream made with Clinton Dried 


Corn Syrup is of such uniform high quality. 


CLINTON FOODS, INC., CLINTON, 10WA 
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American Foods 
Taste 


Dedicated to the improvement of your products and lower production costs 


American Food Laboratories, Inc., Adantic Avenue, Breckiyn 11, 


LOFCREN HEADS SWIFT PLANT 

C. RB. Lotgren, former manager of Swift & Company's ice 
cream plant at Mamprton, Va. has been named manager of the 
new plant recently purchased by the company at Woodbridge, 
New Jersey, A. C. Moysey, head of the Swift ice cream divinon, 
announced recently 

Formerly operated by the Clower Green Dairies, the new 
Seift plant at Woodbridge w one of the most modern m New 
The present plant was completed in 1947 and includes 


facilites for a full line operanon 


Jersey 
It commsts of a large one 
story building equipped with latest type machinery suitable for 
manufacture of bulk, package and nowelty we cream products 

Swift will operate a fleet of sewen trucks at the plant, Mr 
Moysey reported, and carry an average of approxunately seventy 
fwe people on the payroll. The plant will continue to serve cus 
tomers throughout the Woodbridge and surrounding trade areas 

Mr. Lotgren has been associated with Swift ance 1929 when he 
was employed as a salesman at LaCrosse, Wisconsin. Me served in 
various sales capacities at company units in Se. Paul, Se. Lous, 
Pirtsburgh and Chicago during the following fifteen yeats and 
was named manager at Hampton in 1945 


NEW MORRIS PAPER SALESMAN 
Richard A 


Morra Paper Mills in the capacity of salesman in the Ice Cream 


Gundrum, son of Dawe Gundrum, has joined 
Can Diwwon. be will contact the we cream manutacturers in 
the eastern territory which Dawe Gundrum has cowered for many 


years 


PICTURED ABOVE are sales representatives and fectory personne! 
whe attended Frigid Freete Factory Seles Meeting held recently i» 
Albion, Michigan plant of Refrigeration Corporation of America 
From let? te reght Denny Giennetti New Rutus Vaughen 
Loews Edward Legg President Refrigeration Corporetion of 
Amerce John Lorergesn, Albion Dict Thibewt, Chicege: Eleood 
Mome, Boston Lambeth Karl Plant Meneger 
Floyd Mere St. Lows: J. Lonergan President 
Manage: Ehweed Kline Chief Eng ree: 
and Jum W 


Lorergen Mig 
FitrGerald Advertaing 
Quick New York Stete 
‘ervice Manager 


96 


McHALE APPOINTS WATZ AND NUSS 


McHale Manufacturing Company of Los Angeles announces 
two appointments in its line-up of personnel with the upgrading 
of Wilham H. Wartz (left, in photo) from Sales Manager to 
Vice-Presdent and of Albert G. Nuss from Office Manager to 
Comptroller (right, in photo). 


Announcement came on the heels of McHale's recent market 
expansion into the Gulf and southeastern states and addition of 
a night shift to the accelerated production program of this stain 
less steel engineering and dairy equipment manufacturing con. 
cern, which was established in 1922 

Mr. Watz is well known in the held for his sales pioneering 


His 


experience prior to younimg McHale was with the State of Cali 


for McHale. with whom he has been associated since 1937 


forma 
Albert G 
company's growth in service to the dairy industry, took his busi 


Subse. 


quent accounting experience led to his service as auditor of 


Nuss, whose new duties will be to coordinate the 
ness administration training at Kansas State University 


orgamzation funds with the U. S. Army, Inspector General's 
Department, and, from 1935 to 1942, as farm loan examiner and 
Re fore MeHal-, Mr: Nuss 


was comptroller of a drug company chain 


HURTZ BECOMES FAIRMONT CHAIRMAN 


L. E. Murtz, 1940 President of Fairmont Foods Company, 
Omaha, Nebraska, became Chairman of the Board in a recent 
change of ofheers. D. K. Howe, who started with Fairmont 
succeeded Mr. Hurtz.§ Mr. Howe had been 


Executive Nive President and director ot the COMM 


farm property supervisor. 


wm 1919 as a clerk. 


Mr. Hurtz uw a director of Chicago a North Western Railway 
Company, Omaha National Bank, and Lincoln Telephone and 
Telegraph Company. He uw a past chairman and director of 
the Omaha branch of the Federal Reserwe Bank of Kansas Cin 
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(c) Practical application of latest scientific progress 


(d) Advisory service on the use of the following tested and approved products 


FLAVORS 


Formule §-233 
STA-VEL for ice Cream 
STA-VEL for Fruits 


Also FOOD SPECIALTIES such os VEL-MARSH Marshmallow Powder 


MARCOID iLiquid) 
WILCOID (Powder) 


CONCENTRATE “A” (Piestic) TASTE AND TEXTURE 


AMERICAN HOME FOODS APPOINTS REPLOCLE 


Homer Replogle has been promoted to the newly-created pos- 
tion of Vice-President in charge of trade relanonms of American 
Home Foods, Inc., according to Warren Tingdale, Vice President 
in charge of sales and advertising. Mr. Replogle also has been 
elected a director and member of the executive commuttee of the 
CORN . 

“Lawrence J]. Sauers, }r..” said Mr. Tingdale, “has been pro- 
moted from Eastern regional manager to national sales manager 
of American Home Foods, Inc. Mr. Sauers thereby assumes some 
tormer responsibilities of Mr. Replogle. In his new position Mr. 
Sauers will direct field sales, personnel, and selling operations 
for all gracery products of the company. 


“Everett B. Allen,” continued Mr. Tingdale, “has been pro- 
moted from sales control manager to merchandising manager of 
Allen 
will head the merchandwing planning committee and coordinate 


American Home Foods, Inc. In this new capacity Mr 


merchandising of all grocery products of the company.” 


WILBUR HASEMAN DIES 
W ilbur 


Pittsburgh District Manager for Lily- 
Tulip Cup Corporation, died on January 25 at the age of fifty 
after a short illness 


PHaseman, 


Mr. Haseman had been district manager of 
the Company's western Pennsylvania territory for many years and 
his work and contribution to the cup and container industry had 
earned for him a national reputation. 


Starting his career as a salesman with Liiy-Tulip in April of 
1927, Mr. Haseman soon became district manager of the Pirts- 
burgh territory and, with the exception of a short period in 1946 
47 when he was transferred to the Company's Pacific Coast Divi- 
sion, he remained in this capacity until his death. 


According to Frank Roche, Lily-Tulip Sales Manager, Liew. 
ellyn Willams, who has been working as a sales assistant in Pitts 
burgh, has been appointed Acting District Manager of their 
western Pennsylvama territory, under the direction of Roy Daven. 
port, Eastern Divison Manager 


LUCAS IS BASTIAN-BLESSING VP 

Lawrence N. Lucas has been appointed Vice-President of 
The Bastian-Blesuny Comoany of Chicago, according to an 
announcement made by 
President Lewis G. Bless. 
ing, following a recent 
meeting of the company's 
beard of directors. Mr 
Lucas has been assocated 
with The Bastian-Blessing 
Company for thirteen 
years, the past six years of 
which he has served as 
sales manager of he com 
pany's Seda Fountain Di 
vison, a position which he 
hold. Mr. 
also currently 
cerving as the chairman of 
the Executive Committee of the nanonal Soda Fountain Manu- 
facturers Association 


NEWLY WEDS APPOINTS ABBOT 


Due to “the increase in Ice 
Cream ‘n Cake Roll sales 
throughout the country,” C. C. 
Abbott has been appointed spe- 
cal held representative for 
Newly Weds Baking Company, 
makers of cake for the cake 
rolls. 

Mr. Abbott us to work with 
ke cTeam companies in setting 
up production and is to assist 
them in working out sales and 
merchandising plans. 

Hu headquarters will be at 

c. C. abBOTT the Canterbury Hotel, 14 
Charles Gate W., Boston, Massachusetts. 
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MORSE DECALS NAMES OLSON 


Moree Decale, Inc. wath mam ofhees Los Angeles, Cah 
forma, has opened a New Y ork 
oftee. B. ©. has 
named to repeesent the 
decalcornama firm m the New 
York areca 
In making the 
ments, Rabert B. Morse, Pren 
dent of the firm, sand that the 
New York address w 516 Fifth 
Avenue . The phone number 
of the new offee MU rray 
bill 7.8435 
Other afhces of the company 
are located m San Francuco 
Seattle, Denver. 
and Salt Lake Cory 


city 


heen 


e 


Tulsa, Dallas, 
biouston, Kansas (uty 


NEW REPRESENTATIVE FOR UNITED.AMERICAN 


}. E. Ege! has been as representative in the Boston 
area for the Unwed-American Soda Fountam Corporation of 
Watertown, Massachusetts. Mr. Enge! os a veteran of twenty-one 


years um the wdustry 


VIRGINIA DARE APPOINTS KELLERHALS 


Henry A. Kellerhals has been appointed Assistant Vice Pres 
dent of the Virgina Dare Extract Company. Mr. Kellerhals has 
green up im the favor business, having poune d the Extract Com. 
pany twenty-four years ago 


A Del UXE VENDING BODY BY 


erto 


Dimensions: 66° 
44° high abowe chassis frame 
Seli(ontained Preon) Capacity 
Approxmately 7. « 
carton 
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long s 42° 
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Regerdiess of Capacity or Chossis, 
you will find Greeter Velve, Con- 
venience end Economy in Bodies 
by Americ. 


Let Us Quote 
“Self. Dry Ice — Ammoria 


BACK TO PRODUCTION LINES 


With “ice cream weather” approac many 
of the nation’s leading ice cream manufacturers 
were heading back to plants and offices after 
restful vacations as March winds made their 
1950 debut. 

Among those who recently returned to thoughts 
of vanilla, chocolate and strawberry were Louis 
Carliner, President of the Bettar Ice Cream Com- 

y of Baltimore, Maryland, who had been in 
Fat Eddy Tenin of the Tenin Ice Cream Cor- 
ation of New Haven, Connecticut; and Morris 
uer, President of the Blue Ribbon Ice 
Cream Company of New York City, both of 
whom enjoyed many mild moments under the 
Florida sun. 

All are looking forward to a “sunny” ice cream 

season—in more ways than one! 


NEW MOJONNIER WEST COAST APPOINTMENT 


Lee P. Buckenbach has been named a sales engineer for 

Moyonmer Bros. Co., Chicago manufacturer of dairy processing 

equipment. He jous the com- 

pany's Los Angeles office, where 

he will work with Robert W. 
Moyonmer. 

A graduate chemical engi- 
neer, Mr. Backenbach recently 
W inckler. 
Products 


Anaheim, California. 


had been with the 
Smith 
pany of 
Previously, for three years, he 
had been the chief chemist at 
Mission Orange de Mexico, S. 
A., Veracruz, the largest citrus 


( strus Com- 


juxe processor in Mexico. 
During the recent war, Mr. 
Buckenbach served as aircraft 
otheer aboard a 
having spent two and a half years before in the 
engineering department of the Lockheed Aircraft Corp 


LEE BICKENBACH 


maintenance 


mavy cartier, 


ODELL JOINS FOUNTAIN DISTRIBUTORS 
BR (Burt) Odell has jorned the sales staff of the Ohio Soda 


Fountain Equipment Company of Cleveland, distributors of Bas 
tian-Blessing fountain-luncheonettes. For the past hve years Mr. 
Foods of Cleveland, and 
he will continue to make his home im that city, working out of the 
Ohio Soda Fountain Equipment Company's home offices at 1224-26 
Ontarw Srreet 

Mr. Odell brings to his new connection broad and varied ex- 
perence im the we cream held in which he has worked for fifteen 
years. While in the employ of the Producers Ice Cream Company 
in Cleveland, his duty was the opening of new retail stores. He 
also has managed ice cream stores in the Pittsburgh area for Islay 
Dares, Inc 

WE. Klemhans, who owns the Ohio Soda Fountain Equipment 
Company, im announcing Mr. Odell’s appowtment, stated that 


Oddell has been associated with Fairmont 


hus talent and experence are now at the service of fountain oper- 
ators and we cream manutacturers im the Cleveland trading area. 
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STALEY APPOINTS TWO 


Appowutment of two new representatives of the industrial sales 
dwimon has been announced by A. E. Staley Manutactruring 
Company, Decatur, Illinos, which markets a complete ine of 
industrial products made from corn and soybeans. The men 


and their territory assignments are: 


Paul H. Prentus of 1608 Courtland Avenue, Park Ridge, Il, 
formerly with American Maire Products of New York, will work 
in Chicago and the Mississippi Valley states as a special sales 
representative. 

Ronald W. Murphy of 1248 34th Avenue, San Francisco, who 
formerly was in the food brokerage business there, will hawe the 
West Coast as his territory. 


JAMES W. WHITE DIES 


James William White, former Secretary-Treasurer of the 
Purity Ice Cream Company, Brookhaven, Mississipm, died in 
Columbia, Mississippi, on February 15. 
old. 


was hity-nune vears 


LEGC TELLS OF PLANT CONVERSION 


What is believed to be a record in peacetume plant conversion 
has been accomplished by Refrigeranon Corporanon of America, 
according to Edward R. Legg, President 


Starting in Mid November, the Albion plant, which at that 
tume was producing space heaters, has been completely converted 
over to the production of ice cream and frozen food cabinets. 
The first carload of 1950 models was shipped January 31, just 
two and one-half months from the time reconversion work was 
started. 


It is expected that maximum plant capacity will be reached by 
April 1, Mr. Legg stated. 


Mr. Legg also announced two appointments to sales posts in 
his organization. 


Richard C. Thibaut has been named to a regional sales post 
for the firm. Mr. Thibaut will represent the Frigid Freeze line 
in the Southeast area. He has long been identified with the 
we cream industry and has been calling on the'trade since 1925 

Appoiwntment of Danny Giannetti to handle sales of Frigid 
Freeze cabinets in Metropolitan New York and North Jersey 
was also announced. 


For some vears, Mr. Giannerti has been connected with the 
ice cream cabinet end of the Refrigeration Industry and has a 
broad acquaintance in the Metropolitan and New Jersey areas. 


TWO NEW appoirt. 

ments to the Frigid 

Freere sales force 

ere Denny Giannett 

(left) and Richard 
C. Thibewt. 


MILES TO SUPERVISE FOOD COLOR PLANT 


William Miles has been 
named supervisor m charge of 
the certihed good color plant 
operated for Srerwun Chemicals 
Inc. byw the Davis 
Chemwal Company Division of 
Sterling Drug Inc. Cincinn 
an, Ohio P. Val Kolb, Pres- 
dent of Sterwin has announced. 

markets a complete 
lime of cernfied food colors 
under the brand name of 
“Parakeet” to trust, beverage, 
dairy, meat, confectionery and 
Hilton-Davis has pioneered the 
color held for more than twenty-hve years. 

Mr. Miles, a native of Troy, Ohio, was graduated from Ohio 
State Unwersty as a chemical engineer in 1934. In that same 
year he became associated with Mileon-Daws, fret im the firm's 


research laboratory, and larer in production of base dyes. 


WILLIAM MILES 


general food industries 


MIX EXECUTIVE MOVES OFFICE 


Edward L. Koepenick, Executwe Secretary of the National 
lee Cream Mux Association, and Charles Mander have announced 
the removal of their offices to the Bowen Building, 821 Fifteenth 
Street, N. W., Washington 5, D. C. There they will be amo 
ciated in the general practice of law before the courts and ad- 
ministrative agencies in the Diustrut of Columbia 


ATLAS “Col Snac” 
VENDOR 


ICE CREAM 
BAR-ON-A-STICK 


The ONLY Merchandiser 
With ALL The Practical 
Features That Mean 
Maximum Sales With 
Minimum Investment! 
© No additional Peckaging! 

© Completely Automatic! 

Extre Big Cepecity’ 


Siug Rejector is Stenderd! 

© Quick Leading’ 

@ Right Tempereture Al- 
woys! 


© Light Where It's Needed! <a? | 


equipped with service 
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ANHEUSER-BUSCH APPOINTS 
The Reirigerated Cabenet of Anheuser-Busch Inc., 


announces the appomtment of four new sales representatives 

hen |. Seceornbe will travel im the mates of Caltorma and 
Sereet, Los Angeles and he lwes at 6701) Aleowe Avenue, North 
Hollywood, Calfornma 

John Quirk will cravel the following territory: Mame, New 
bHampehure, Island and the 
eastern portion of New York State except im the greater New 
York Area address me Round ood Road, Newton, 


Upper Falls, Massachusetts 


Vermont, Massachusetts. 


Walter H. Schwab has been asngned the following territory 
lowa, Nebraska, North Dakota, South Dakota, Minnesota and 
the western portion of Wisconsm compriing the “Twin Coty” 
area. home address 325 Clowernook Lane, Milwaukee, 
W coman 

Alexander M. Brown will trawe! the states of Arkansas, Misa 
apm, Loumana and the castern half and southern part of Texas 
Mr. Brown plans on establishing hi home and headquarters in 
Texas 

All the abowe representatives have had long experience im the 
sale of refnigeranen equipment and are well known in thei 
territories 


MILLER IN RIPLEY'S COLUMN 


Denne G. Miller, Pressdent of Miller Dairy Farms, Eaton 
Rapids, Michigan, received nationwide publicity on February 9 
when the late Robert Ripley's famous column “Beleve It Or 
Not” included a hkeness of the veteran we cream man 

Mr. Miller has been eating a pint of we cream every day 
years and is still actiwe the 


for htty chree management of 


the business at the age of exghty 


WOOD CETS SALES POST 


The Des Mones Drug Company, Des Mores, Lowa, distribu 
tors of Bastian-Blessing fountain-luncheonette equipment, has 
added BK W ood to its fountam sales staff, according an 
B. Shaver, Vice-President 
Mr. Wood, former owner of Woody Retrigeranon Company, 


announcement of R 


Des Momes, is well known to fountain operators and ike cream 
manufacturers in the Des Moines trading area, and ws qualihed 
two help them with their problems, Mr. Shaver stated 

be added that his company had enlarged its duplay of toun 
tain-luncheonette equipment to give operators an opportunity to 
see the latest designs of fountain units 


O. V. JACKSON IS DEAD 
Orte V Jackson, 
Pressdemt of the jack 
son Dishwasher Com 
pany of Cleveland, 
Olue, died on February 
Mr Jackson had 
gamed the 
which 


many 


company 
bears his nmarne 
years ago. Ite 
was also an active sup 
porter of the Nanonal 
Retail 
lee Cream Manufac 
turers, and usually at 
tended the annual con 
ventions of that organ 
ization 
be is survived by hes wite, Mrs Helen Jackson, and a son, 


Orto, Jr 


Assocation of 


MCHALE NAMES ROSS E. HICKMAN 


Mcttale Manufacturing Company, stainless steel engineers and 
tabricators of Los Angeles, have entered the southeastern state 
marker. Elmer R. Slavik, McHale vice-president, has just an- 
nounced the appomuntment of Ross E. Hickman of Nashville, 
Tennessee (formerly district manager for Creamery Package) as 
manufacturer's representative for Arkansas, Louisiana, Mississippi, 
Alabama, Georgia, North and South Carolina and Florida. This 
territorial expansion of dairy equipment sales follows closely the 
addition of the Gulf States to the McHale market in the com- 
pany's recently accelerated program 


HUNCERFORD SMITH NAMES TWO 


The appointments of Thomas G. Tolman as Technical Dh. 
rector and Laboratory Supervuor and Warren A. Rawson as 
Trathe Manager have been announced by M. Martin Wahl, 
President of |. Hungerford Smith Company, Rochester, N.Y. 


HAROLD COSSER MARRIES 


Harold Gosser, President of Bard's Dairy Stores Company, 
Pittsburgh, and one-tame president of the National Association of 
Retail lee Cream Manutacturers, was married to Miss Lucy M. 
Uecker un Putsburgh recently. Best wishes of the entire industry 
are extended to the couple 


You Can Make More Money With FRANKLIN VENDING BODIES 


® You get GREATER VALUE, CONVENIENCE and 
ECONOMY because of FRANALIN’S years of experience 
im building quality bodies. 


LOOK AT THESE FEATURES’ 


All Welded Construction 7 Streamlined Designing 
Self-Contained Refrigeration System 
Ruggedly Built tor Long Efficient Use 


Get our preees before vou buy! 


FRANKLIN 
BODY & EQUIPMENT CORP. 


1042 DEAN STREET NEW YORK 16. WN. Y. 
Tel. MAin 2.2100 
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FRIGIDAIRE ANNOUNCES PERSONNEL CHANCES 

Three umpertant personne! changes im the Frigidaire Sales 
orgamzation have been announced by P. M. Batten, genera! 
sales manager, Frigidaire General Motors Corporanon 

W. K. Rodgers, formeriy in charge of the nanonal busmer 
ofhce in New York is now im charge of a new national business 
othee to be opened in Chicago Mr Rodgers has been with 
Frigndaire since 1927. He has served as a service supervisor, 
sales engineer, district engunecr, district representanwe and, since 
1946, has been im charge of the New York national business 
ofhice 

W. F. Layer, tormerly commeraal sales manager tor the 
eastern region, replaced Mr. Rodgers in charge of the New York 
national business office. He, coo, has been associated with Frigi- 
daire simce 1927. His assignments have included apartment house 
sales, credit manager, factory national user sales, war products 
training, and national user sales 

R 
Baltumore- Washington 


Correll, formerly commercial sales manager of the 
nch of the Frigidaire Sales Corpora 
non, became commercial’ sales manager, eastern region. He has 
been associated with the company since 1935 as a student engi 
neer, sales engineer, and commercial sales manager. For two 
vears he was employed by the Delco Frigidaire Distributor in 
Oklahoma City and served fiwe years in the United States Army 
heutenant colonel 


TWO CET NATIONAL DAIRY RESEARCH POSTS 
Dr. Arnold H. Johnson, who has been asociated with the re 


search work of National Dairy Products Corporation for the past 
twenty vears, has been named director of research at the Com. 
pany’s Oakdale, L. 1, laboratories, it was announced by Dr. 
Lauren B. Hitchcock, president of National Dairy Research 
Laboratories, Inc 

Dr. Hitchcock also has announced the appownrment of Dr. J. C 
Mauer, who has been with National Dairy Products Corporanon 
since 1934, as business manater of the laboratories at Oakdale. 


REINHOLD STRESSES “PUBLIC EDUCATION” 


“It is up to us to cell the world we serve about ice cream,” 
Paul E. Reinhold, President of Foremost Dairies, Inc., declared 
He said 
that his company has launched a campaign to tell of the fresh, 
pure and energizing quality of its ice cream products. “I believe 
that in so doing we will be making progress with the problem 
of educating the public as to just how good ice cream really is,” 
Mr. Reinhold stated 


The sternest competition any ice cream manutacturer has to 


recently in an exclusive statement to this magazine 


owercome is not that of other ice cream manufacturers in his 
area, he declared, pointing out that the “promotion of 
inadvertently helps all.” 

“Our ummediate concern is the competition from other foods 
and beverages 


one 


Some enjoy a natural price advantage, and are 
spending millions of advertising dollars to captivate the nanon’s 
dollars 

In considering our competition, Mr. Reinhold emphasized, “we 
must not forget such unrelated wems as new homes, cars, tele 
vison sets, radios and others. A tamily saddled with instaliment 
obliganons too often finds itself deprived of a wonderful tood 
it enjoys and needs—ice cream.” 

There w a real fight on today or a larger share of the con 
sumer dollar, Mr. Rembhold declared. It ws not uncommon, he 
said, to hear om the radio, for example, of ng premiums offered; 
tig trade-in values; contests; mont's to ofers 


pay; and tis! 
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your fingers can't 
ward of onidited tallowy off. 
flavors in your ice cream,— 


after it leaves your plent. 
You've got te ¢ 
your ice cream hend! 


$O WHY TAKE CHANCES? Especially when 
you can protect the original, fresh flavor of 
your ice cream without edding te cost! 


HOW? Follow the lead of some of America's 
foremost ice cream makers: Use *AVENEX. 
the well-known food antiosident. Don't trust 
to luck — Stert using AVENEX! 


The Quaker Oals @mpany 


on waite AVENEX CORPORATION 
250 West 57th St., New York 19 


a Caommernsad Good 


*® 


THE PURE FOUD STABILIZER AND ANTIONIDAN!. 


Sales messages no longer pull thew punches, no longer lower 
their voices, he pointed out. “They're swinging and screaming 
and they're hurting us,” he sacd. 


“Naturally, I do not advocate the giving away of a seventeen 
But I do believe 
that we in the ice cream business must promote our product 
and do so connstently, 


jewel watch with every gallon of te cream 


It is Mr. Rembold’s opinion that too many people chunk of 
ce cream as a luxury claamty wt only as a dessert um the 


same category as cake or pre of rich puddings 


“We, the manufacturers, are at fault for not changing this 
atuitude,” he asserted. “We have tailed to inform the public 
that ice ccearm is actually one of the best balanced foods that has 
ever been concocted.” 


Mr. Reinhold posed this quesnon: “Does the public know 
cream highly nutrinouws, that ot contaims many of the essen 
tal vitamuns, that very easy to digest?” answer: “Un 
torrunately, no.” 


It w up to the we cream manufacturers to spread the gospel 
Rembold said. “Children need « for energy 
And show me a tired housewife or business man who dorcsn't 
‘pick up’ wm energy after a refreshing dish of ice cream.” 


of we cream, Mr 


“We know all thu. Therefore, public education is a job for 
all of us, indwidually and collectively. An aggressive industry 
wide campaign w our best means of coming out on top im the 


present mad scramble for the consumer dollar.” 
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OR the i 4th consecunve wear the Board of Directors of the 

National Dairy Council, Chicago, reelected Milton Hult 
President, at its }5th Annual Meeting-Winter Conterence at the 
Hotel La Salle im Chicago January 25 and 26 


Other offwers clected to serve during 190) are: Fire Vice- 
President, Ridgway Kennedy, |r. Abborts Phila 
delpiua Pa. who replaces Ken Geyer, Connecticut Milk Producers 
Association, Hartford: Second Vice-President, B. F. Beach, Mich 
gan Producers Dairy Company, Adrian who succeeds Ridgway 
Kennedy |r. Abbots Dairies, Inc. Philadelphia, Pa.; Secretary, 
Carl A. Wood Cherry Burrell Corporanon, Chicago, who replaces 
Wilbur Carlson, A. O. Smith Corporation, Milwaukee, Wis; 
Walls, Creamery Package Manutacturing 


Inc 


Treasurer, George 
Company, Chicago, re-elected; and Assistant Secretary. Treasurer, 
Miss 1) M Rafel, NDC, re elected 

Industry executives from sixteen states will serve as members 
of the Board of Directors of the National Dairy Council, Chicago, 
tor 


George F. Chrusmans, Se, President of the H. C 


Five are serving their first term. They are as tollows 
(Christians 
Company, Johnsen Creek, Wiscoman; K. M. Rover, President of 
the Purity Cheese Company Mayville, Wisconsin; |. Duane 
Dungan, President of the Polk Sanitary Milk Company, Indiana 
polu, Indiana; Lynn F. Jennings, President and General Manager 
of the Dairymen's Ohw Farmers Milk Company, Cleweland; and 
Creorge 1). Soort, Sales Manager of the Pure-Pak of the 
Corporation, Detrou, Michigan 

Shadwick 
(Quality and Control Laboratornes, Beatrwe Foods Com 


Chicago; W. b. Krauss State 


Lnwersty Agrcultural Experement at Wooster: Leland 


Speakers on the conterence program were G 
( 
Lhtrector, 


pans Associate 


Spencer, Protessor of Marketing, Cornel! Lniwersity, Ithaca, New 
York; Alfred P 
wan, Park Ridwe, Milton Hult, President, Nanonal 
and Dexter 


Ecanomics, M.« Publes pans 


baake, Consultant to General Motors orpeora 


Business 
Ncw ork (ety 


Chicago | director 


National Council He-elects 


Milton Hult To 14th Term 


hoch Heads Uhio Association 


Irving Koch, Vice President of the Borden Dairy & Ice Cream 
Company, Columbus, will serve as President of the Ohio Dairy 
Products Association through 1950 
the Association Trustees in their annual re-organization meeting 
marks the fest tume since 1944 that a representative of the Borden 
Company has been named to the “top job” in the organizanon. 
He had previously served as President of the Ohio Milk Pro 
, and on the Board of Trustees of the 


Piss election in January by 


ducts Manutacturers, Inc 
Association. 
Twenty-eyght Board members of the four branch organizations 
ot O.D.P.A. attended Tuesday's meeting in Columbus, and the 
tollowung additional officers were elected: President of Ohio Milk 
Distributors Association, William Funke, Myde Park Dairy Com. 
pany, Cancinnati; President of Ohio Ice Cream Manufacturers 
Association, A. C. Routh, |r, Esmond Dairy Company, Sandusky; 
President of Ohio Butter Manufacturers Association, Ralph 
Cullam, Cottage Creamery Company, Orrville; President of Ohio 
Milk Products Manufacturers, Inc. Charles A, Hilt, Pet Milk 
Company, Fremont; and Treasurer of Ohio Daitfy Products Asso- 
canon, C. T. Alexander, M. & R. Dietetic Laboratories, Inc. 


Columbus 


Massachusetts Courses Held 


The 1950 Short Courses of the Universicey of Massachusetts 
were held trom January 23 to February 3 on the Amherst campus, 
under the direction of Dr D. H Nelsen Capacity enrollments 
were handled, with rwenry-nine registrants fee the first week and 
thirty three tor the second. Laboratory «ork wneluded the manu. 
treemng of we éream, fancy we cream 
decorating, and the testing of we ceam and ice cream decorating, 
and the testing of we cfeam and we cream mgredients. Nine 
guest speakers trom the induetrs and supply firms discussed 


facture of we cream mix. 


maniut acturing prodlems 
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EXECUTIVE COMMITTEE of the Merylend-D.C. Dairy Technology 
Society wes photographed at the group's February meeting. From left 
te right ere DOr. C. W. Englend. Stephens Industries, Washington 
Secretary: Menry E. Roberts, Mt. Ararat Farms, Port Deposit, Mayland. 
President: end Paul Hammond Delvele Dairies, Baltimore Vice-Fresi- 
dent. Not present when the photo was snepped wes Past President P. 
E. LeFevre, Farma-Chevy Chase Dairy, Washington. 


Fistere Discusses Urug Act 


Charles M. Fistere interpreted various aspects of the Federal 
Food and Drug Act during the February meeting of the Mary 
land-D.C. Dairy Technology Society, held in the Hotel Seaftord 
in Baltimore. His talk was followed by a lively discussion con 
cerning recent rulings based on the Act which affect the dairy 
industry. More than eighty persons attended the meeting 


Quality Chekd Elects Atkinson 


Election of Fred Atkinson, Evansville, Indiana, as Executive 
Vice President of the Quality Chekd Ice Cream Association has 
just been announced by the association's headquarters in Chicago 


Mr. Atkinson, Vice President of the Ideal Pure Milk Com 
pany, Evansville, has been a member of the association's Board of 
Directors. In his new position, he also assumes the chairman 
ship of the Quality Chekd Other Dairy Products Committes 
He has had broad experience in both the ice cream and the 
milk business and has been active in state and regional dairy 
associations, in addition to his work with Quality Chekd. 

New chairman of the Advisory Advertising Committee of 
Quality Chekd us Lester A. Perkins, sales manager of the Arm 
strong Ice Cream Co., Wichita, Kansas. He replaces Vince 
Orear, sales manager of the Ideal Pure Milk Co., Evansville, 
Ind., who recently resigned the commuttee chairmanship because 
of ill health 

Mark Fuller, sales manager of the French-Bauer Ice Cream 
Co., Cinemnati, Ohno, was elected to the association's board of 
directors replacing Robert Touton, whose term had expired 

Mr. Touton, owner and operator of the Shurtleff Ice Cream 
Co., Janesmile, Wis, had served on the board since the founding 
of Quality Chekd m 1944 
Executive Vice Premdent, with Fred Atkinson now stepping up 
to that poss. Mr. Touton had requested thar he not be re- 
nominated, stating that he was happy to have had a hand 


[wrung the past vear he has been 
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guiding the Amsacianon to its present stature. He felt, however, 
that because of the democratic conception of Quality Chekd, 
other members should sep mto the board to guide its destiny. 

Mr. Fuller has been m the ke cream business in Cincinnati 
all hes life. In addimom to his work with Quality Chekd, he had 
been actiwe in the affauws of the Internanonal Association of Ice 
Cream Manufacturers for a number of years. 

Orher members of the board of directors, reelected for 1990, 
are: Irving B. Weber, Sedwell lee Cream Co. lowa City, lowa, 
Presudent; A. R. Loomis, Fort Dodge Creamery Co., Fort Dodge, 
lowa, Executive Vice Presdent; P. Carwer, Carwer loe Cream Co., 
Oshkosh, Wisconsin, Secretary; T. L. Potter Potter loe Cream Co.. 
Waterloo, lowa, Treasurer; C. A. Carwer McDonald Ice Cream 
Company, Ann Arbor, Michigan, Director. 


SUU Attend New Mexico Course 


More than 300 people trom fourteen states and four foreign 
countries — England, Mexico, Peru, and Lebanon attended 
New Mexico A&M's first annual dairy course at the Seate College 
campus from January 23 to 25. The annual meeting of the Amer. 
can Dairy Association of New Mexico was held in conjunction 
with the short course. Cosponsors of the short course were the 
A&M dairy department, the New Mexico Extension Service, and 
the State Dairy Commissioner 

Twenty-eight speakers, representing all branches of the dairy 
industry, were on the program. They discussed the problems of 
dairying im all its aspects, from the manufacture of milk in the 
cow to delivery of the finished product to the housewste’s door- 


step. 


Strawberry 
Contracts 


Another STANDARD First! 


e@ We are now accepting contracts for Straw- 
berry Ribbon for variegated ice cream. Monthly 
deliveries are guaranteed to you throughout the 


year. 


@ Save warehouse expense, cartage and inven- 
tory carrying charges. 


Wire collect. 


The STANDARD 


~FRUIT PRODUCT COMPA 
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Wisconsin Confah Set For March 


A large atecndance expeceed at the Dawy Manutacturers 
Cont erem held at ihe Liniwermty of i= March 
Siand 74 Key Winder of the 
Department of leduetry, and by A. Semone, 


A Additiona’ 


jackson, of the metituton’s Depart 


Vadiawn. Wes 


ment of 


Howard Grant Talks to Carolinians 


An «e cream conte cnce to mark end of North aroina 

State College's 19°) Short 

March ; 
W 


Tex al 


(Course was held on the State College 
included 
White lee Cream Company, Raleigh; C. D 
Editor of lee Fuso, E. 


Corperanon, Chicago; Rea Paxton, Sutherland 


Campers Speakers during the conterence 
julian 


(herry- Burrel! 


( AM 


davis, Southern 


Maselev. North 


Paper (_ompany, Michigan 
Inc... Washington and B 


( “state (lie 


as te 
de« aiwe 


introduc od 


B. Grant. Publisher of lee Ceram Freto 


speaker at cont ibuted 
hte 
by 1D. W. Colvard, Mead of the college's Department of Animal! 


Industry 


annual banquet. | 


i” merchandising of we cream was 


L. A. VAN BOMEL (left), president of Nationa! Dairy Products Corpo 
ration, presents @ gold wrist watch to A. J. Drews, president of Riect 
McJuni Dairy Company when he became member of Riect s Quer 
ter Century Club. Mr. Drews, who has twenty-eight yeers service, was 
among 257 employees who were honored at the cherter dinner meeting 
of the club i« Pittsburgh 


Hieck-McJunkin Dinner Held 


barmers recewwed 36’. cents, and workers 22 cents of every 
consumer's dollar recewwed last year by the Rieck-MecJunkin Dairy 
Company, whule prohts were less than 3 
clude the Ere County Milk Assocation 


subsidiaries of Reeck-Mec lunkin 


cents. These hgures in 


(Ecoma), and Mottman 


This breakdown of the consumer's dollar was disclosed recent 
ly for the first time at a dinner in Pittsburgh honorin, 257 vet 
eran employees who had been with the company twenty-hwve years 
A. Van Bomel, president of National Dairy Prod 


ucts Corporation, of which 


or more. | 
Riecks is a subsidiary, made the an 
nouncement 

Among the veterans honored at the dinner and who received 
gold wrist watches for 25 years or more of service, were A. | 
Dreux, president of Reeck-Mc]Junkin, Harry |. Volbers, president 
of Ecoma; and lames HH. Laher, manager of the Div: 


Rieck-Me lunken 


sion and vice-president of 


Texans Elect Simpson 
| 


Products Institute of iexas, which includes 


manufacturers im its 


The 
cream held was 42nd annua! 


with some 600 dele 


Houston. exas int bebruary 


gates attending 


Ofhcers elected were John Simpson, Austin, Superior Dairies, 
President; Lester Lewy, Waco, Independent Ice Cream Company, 
Treasurer; and Croorge ( larke, Austin, \ we President 

Included among the speakers was Robert Hibben, Executive 
Secretary of the Internamonal Associanon of Ice Cream Manu 


tacturety of w 
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ICE CREAM fer epicures, introduced it gold-tol pectege 
developed by Merethor Corporation ia the latest te the more 
than filty dairy product: processed or distributed by Golden 
Compeny. Limited. Shows here is the Califorsie dewys “Cream O 
Geld cetering ica cream. meade only of finest ingredients and contain 
img bigh butterfat with @ very low overrun 


Hairy Leaders To Convene 


An unprecedented wndustrywide caucus of representatives of 
dairying from coast to coast has been called to meet in Chicago 
“to rally forces and to set sghts for the greatest crussde for 
expanded dairy product sales im history.” 

More manufacturing, pro 
cessing, distributing and producing branches of the industry will 
attend this extra-ordinary dairy congress March 27 


Hote! Morrwon 


“A growing realization that the dairy industry faces a hgnt 


than 330 key representatives of 


, { “hc ago 


for ots hfe m the nation’s market places has resulted in thus 
Owen M. Richards, 


rally.” general 
Association, said 


Amerwan 
$650,000 000 


dairy farmers during the past year, government storage holdings 


manager of the 
Dairy “Price declines ot 
of butter, cheese, dry milk and other products, plus new com 
petitive stuations, all combine to place the dairy industry im one 
of the most serious periods of crisis in its long history in America.” 
Richards 
card, to find ways and means for development of a nanonwide 
selling program that will enable the dairy industry to bring 
consumption into line with production 


E@orts will be launched at the caucts mertin? Mr 


“Present problems of the industry,” he declared, “can easily be 
pinpointed to a vast floating pool of milk. 
milk Unless such effort 
ws put behind it om an industrywide basis, this milk will continue 
to float around from product to product, depressing prices for 
milk, butter, cheese, evaporated milk and every dairy item.” 


This isn’t surplus 
It’s milk that requires extra selling 


Mr. Richards estimated the “floating pool” of milk to be 
approximately seven bullion pounds—about five per cent of total 
produc non It’s the imdustry’s responsibility, he said, to develop 
a selling program that will prevent the five per cent from push 
ing down prices of all milk produced to the level of government 
support floor prices 

Dairymen everywhere, he said, are getting ured of producing 
a portion of their milk for dairy foods im a seemingly endless 
program of government storage. Product that isn’t consumed 

The net result undermines 
the price structure of the entire line of dairy foods. Today's 
milk, bueter, cheese and other dairy product prices are below 
the price level of today’s food basket. Under consumption o: 
lack of selling all of today’s milk production accounts for i 

“Sales to the government,” he said, “don’t solve sales problems 
Uncle Sam, while he may be a good customer in many ways, 


only gets in the way of production. 


actually has no stomach. He is neither a consumer. nor a sales 


man. The industry's markets are the nation’s 40,000,000 famuihes 
and the sales force ws the dairy industry itself.” 

What a sound dary industry actually will mean to the nanon’s 
general prosperity is emphasized, Mr. Richards said, by the fact 
that dairying, while taking only about 15 per cent of the nanon's 
food dollar, actually provides about one-third of the food 

Delegates to the meeting will convene in the Terrace Room 
of the Hotel Morrison the afternoon of March 27. The caucus 
session will precede the annual meeting of the American Dairy 
Assocation, March 28 The founded in 1940, 
carries om an industrywide program of advertising and mer 
chandising financed by dairy farmers across the nation. This 


as&™ 
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program us keyed to salesmanship through aggressive promotion 
ot the industry and its products. The caucus will take up pro 
posals advanced by numerous branches of the dustry im varwus 
sections of the cowntry tor greatly expanded advertising and 
merchandising activities to meet the growing needs of the dary 
industry in the future 


\. C. Tech Society Elects 

The following officers have been elected and appointed by the 
North Carolina Dairy Technology Socety to serve for the year 
19%): President Sam N. Mann, Pine State Creamery, Raleigh; 
Vice President, W. E. Younts, Je. Melville Dairy, Burlington; 
Treasurer, Paul R Jordan, Dairy N.C of Agr: 


culture, Raleigh; and Secretary, M Roberts, Depart 
ment, N. C. State College, Raleigh 


DELIVERY 
WORRIES 


Be prepared for sea- 
tonal rushes or for 
late deliveries with 
this new LA CROSSE 
HI.BOY MIX COOL. 
ER — a refrigerated 
storage cabinet. 


This sanitary, convenient, refrigerated cabinet meets 
the demands of the Counter Freezer industry. Elec. 
tric cabinet, 30° x 46°. stores 4-10 gallon Mix Cans 
plus containers on handy shelf. Operates at tempera. 
tures of 34 to 42 —equipped with temperature control 


WRITE TODAY ter turther infeormetion ond name of 
nearest dealer 


2809.17 LOSEY BLVD., SO. 
LA CROSSE, WISCONSIN 
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FOR SALE 


POR SALE: sods fountams 5 and 
6 complete with pumps and jem, brand new mw 
crates, $399.00 tab New York Interstate 
Applame Co. Inc G0 Broadway, New 
Yet Y 


POR SALE: Sweden bee Cream Freezers, 
complete with condensmg wnits, 420 quart 
capenty, brand new m crates Very low prices 
loterstate Applhance Co. Inc 600 Broadway, 
New York 12,N 


POR SALE: Me hans a! (ew units, 
me of eer, cooler, 6 quart Taylor 
Preeser lee Cream Head, unt The une will 
make milk, cream of we cream mia. Formerly 
sald fer $1,730.00. now only $1,075.00 Brand 
new, crated, fob New York Interstate Ap 
plance Co. Inc 600 Piraadway, New York 
Y 


POR SALE: and gallon used Meral 
cteem cane, bastern Squat Seyle, ready tar 
wee, bargem at each FOR Cleweland, 
Farmant Foods Co, 1310 Witch Se, 
(Jeveland, Olne 


POR SALE: Camplete ne cream vending 
Pertectiy omall we 
‘ream manufacturer of: Fully m 
sulated Dodge panel truck with built im new 
hp compreser tor AC outlets, bole 
heavyvduty Keld plates, 400 deb capacity, 
2 new bike type wending cares, 4 pusher type 
carte, several 2 wheel cart: Dew we chest tor 
400 the. plus mecellancous equipment Lacally 
establuhed Will with regutered trade name 
Will tor enmediste sale $2550 Should 
pay tor m one year Fer turther mtorma 
cen wrete Red Rider Enterprues, P Bes 
19>. Michigan Cay, Ind 


susted tar 


FOR SALE 


POR SALE: Ome 1947 ton dry xe vending 
truck Ome 1937 Brockway "00 gallon with 
hee plates, four doors, | hor Lom 

One | ton Ford ten wheeler with 
1200 transport body Ome 1936 | 
ton Brockway gallon craneport Parts for ap 
prommmately twenty vending crwycies All abowe 
equpment m goed condmen Will sell very 
reasonable and pre sent on request 
Celomal lee Cream Co. 112 Middletown Ave. 
New Maven, Conn 


FOR SALE: Vending Beses—— Unlimited 
quanuty, New $775 each New 
England Vending Equipment Co, Webster, 
Massachusetts 


FOR SALE: kee Cream store, grill and man 
ulacturmng plant located m southeastern Wie 
conan ef 70.000 pepulation The front 
retasl store w tully equipped with new modern 
hatures. Rear partially equipped for we cream 
manutacturong with hardening room Big op 
pertumety ter wholesale we cream novelty and 
vending busmess of store expansion Building 
meaxiern brick concrete amply large tor future 
development. Real estate can be leased of pur 
chased Owner wahes to reure Reply Box 
297, lew Fano, 19 W 44th Se NY 
aN Y 


FOR SALE: Two wheel 
vending push care henght 28 
width iA length capacity about 20 
doven Fibreglass meulation solid ures on bal! 
bearing wheels, 20-gauge all steel construction, 
baked enamel, 53950 each Order now for 
early deliwery lee cream vending tratlers, or 
cyeles, and ‘S-wheel push carts also available 
Wrete tor detailed mtormanon Miler & Co. 
S532 Wo Se. Creero WW, 


FOR SALE: One Moonnier 6" stainless 
stesivacuum pan, avaiable wunmediately. The 


Woebkenberg Dairy Co, Reading 15, Oho 


upright me cream 


NATIONALLY 
ADVERTISED 


ICE CREAM 
JUNE FEATURE FLAVOR 


Problems ? 


De you have eny problems thet ICE 
CREAM FIELD cen help you solve? 
Whaet we heve in mind i¢ your recent 
concern about the mechinery of equip- 
ment you were looting for—or wanted 
te dispose of 

Or perhaps youre not satisfied with 
the way the seles and or production 
end of your business is functioning. No 
doubt youve been thinting of hiring 
someone who can help straighten things 
owt 

Well, worry no more! Let «a Classified 
Advertisement in the next icsve of ICE 
CREAM FIELD do the job fer you. 
Chences are you'll be amazed at the 
quict results. For rates, see the bos on 
Page 107 


Voluntary Participation 
Get Details N-O-W-! 


FOR SALE: w 
40 to 100 qt 


«e 


gallon cantmucus 
treezers Darect Expansion Batch 
Freezers. cream brick cutter; 
100 w WO gallon pasteurizers with stainless 
steel Four Jensen Scainless steel cabmnet 
coolers each contammg § wings 56 tubes high; 
Moswnner Staumless Steel Cabinet Cooler with 
6 wings 72 tubes high; 10 ft. Creamery Pack 
age Dhrect expansion section 14-2" 
stauniess »teel cubes; Cherry Burrell Jumor and 
Senror (abinet with unned copper 
tubes, 1275 to 1500 gallon bomegenizers or vis 
colzers; 600 and 1000 gallon Horizontal 
col wats with stamiless steel lmmgs and 
unned copper cods; 3 ft to 6 ft stamless 
steel lenings and unned copper cous; 3 ft to 
6 ft. Seamless Steel, alse copper Vacuum Pans 
Write of wire your requirements Lester Kehoe 
Machimery Corp, | East 42nd Se, New York 
i7, N.Y. Telephone MUrray Hdl 2.4616 


ower 


eolers 


YOU Can Tie-In 
With This Giant Program 


Saturday Evening Post ads in full color featuring YOUR 
ice Cream are now a reality 


_ No Regimentation' 


. P. GUNDLACH & CO. 


fe 


1201.07 WEST EIGHTH ST 


Caredier Representative 
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CINCINNATI! 3, OHIO 
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FOR SALE 
POR SALE: Liquidanon: 60 foot frozen 
feed cabinet, complete, perfect running con 
ditten, upright, 2 door model, excellent tor 
farm, estate, club, hotel, restaurant, etc, holds 
appromimately 2000 ibs frozen foods of xe 
cream, will also quick freeze 6°. high, 7 


width, 2 depth Last unt peeed at 40% 
below manufacturer's cose Wreite Freezers, «/o 
173D Larcement Acres, Larchmont, New 
York Call New York Coty Dighy 4.1989 


POR SALE: Retail we cream and dairy pro 
ducts business in Wiasconsem town of approm 
mately 10,000 pepulanen Will lease or sell as 
going business or will sell equipment. Made by 
Grand Rapids practwally new Boa 2295, lee 
Cream Field, 19 W 44th St, 18, N.Y 


FOR SALE: One brand new fity gallon soda 
fountain with two smk workboard $1350 00 
Nationally known make Boa 294, lee Cream 
Field. 18 W. Se, N N.Y 


FOR SALE: Meuld nowelty brine tank 

(lee Cream Neovelnes Co} with ammona surge 

tank and float valve Good condition Used 

enly 3} years Gongwer Company, Paimes 
Oho 


FOR SALE: © Milkey «we cream vending 
pushers condition $6000 each fob 
New Orleans Russel! lee Cream Co, New 
Orleans 


PROFITS 
wire BETTER eas 


testers 


CHEMISTS SINCE 


ANUFACTURING 


HELP WANTED 
HELP WANTED: An experienced creamery 


man, man products, ke cream, batch freeser, 
our own mis, some butter, emall quantity of 
cottage cheese, no fluid milk. The « small 
home owned plant, Central New York 
There is an opportunity here tw become plant 
manager if a man has the abdity to get work 
done, superwine others, and take responsbulity 
Anewer giving age, type of eaperience and 
character references. Boa 285, Ice Cream Field, 
19 W, 44h St NY. Y 


HELP WANTED: Sales representative 
with thorough experience in ice cream and 
dairy equipment and packaging industries. 
Current contacts throughout Washington 
to New England area. Seeks new con- 
nection. Write Box 293, Ice Cream Field, 
19 W. 44th Se. N. Y. 18 N. Y. 


HELP WANTED: Nationally con 
cern desires man to sell thew processed fruis 
and extracts to the we cream industry Drawimg 
account. Several chowe territores open. Bos 
No 151, Ice Canam Fuso, 19 W. 44th Se. 
N.Y. C 


HELP WANTED:Flavor capert experenced 
im bulk held wanted by large, well established 
Eastern manufacturer with complete facilities 
Preter man with both preduction and sales 
experience capable of ulrimately managing de 
partment. Reply with full details mcluding age 
experience, previous connections. Salary and 
commusion basis. Bos 296, Ice Canam 
19 W. 44th Seoreet, C 


CARVEL CORPORAT 


1944 


What will you pay for a 7000 gallon mix stop? 


Carvel Dairies, Div. of Carvel Corp., will deliver the 

entire package, including operator. Contact us today. 

550 West 35th Sr. 
New York, N. Y. 
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MEG. COMPANY 


RATES: machinery. equipment and wep- 
plies for sale or wanted te buy, bc « 
word (including eddres) for each in- 
sertion: help and positions wented. Je 
word [including eddress). 
type double requler rates. Minimum 
charge $1.00. 

REPLIES to advertisements in thie 
partment must be eddrewed te the 
name, initiel or eddress shown in the 
edvertixement or te Box sumbers 
lee Cream Field. 19 W. 44th St. New 
18. N.Y. Under ne ciroumstences 
will ICE CREAM FIELD divulge the 
name of on advertiser where initials or 
sumber ic giver as the addres. 


WANTED TO BUY 
WANTED: One 150 gal CP (Creamery 


Package) Feeeser (Continuous). Would like 
to Please notify Senator Prosen 
ducts, Inc, 310 Southern NY. 
N. ¥ 


POSITION WANTED 


POSITION WANTED: Working plant 
supervisor im charge of praducten ot laboratory 
with a well ecabluhed we cream frm. College 
graduate Five years’ eapernence m market 


mulk and «e cream Age 216 and wngle Good 
references. Prefer New York City but will 
accept out of state opportunities Boa 298, lee 
Y 


Cream Frid, 168 W. 44th Se NY 


McGRAW CHEMICAL COMPANY 
£11 SOUTH WABASH AVE. CHICAGO 5, KLLINOIS 
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Pure come felt entrect, 
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Ambrosia Chocolate Co. 
American Food Labs. 
American Paper Goods Co. 
Amerio Refrigerating & Equipment Co. 
Anderson Bros. Mig. Co. 
Anheuser-Busch, Inc. 

Atlas Tool & Mfg. Co. 
Anderson & Wagner Co. 
American Chocolate Mould Co. 
Avenex Corporation 

Balch Flavor Co. 

Barry & Baily Co. 
Bastian-Blessing Co. 
Batavia Body Co. 

Beck Vanilla Products Co. 
Bloomer Bros. 

Bowey's Inc. 

Boyer Bros. 

Carvel Corp. 
Cherry-Burrell Corp. 
Clinton Foods, Inc. 

Corn Products Co. 
Creamery Package Mfg. Co. 
Culver, J. BE. Co. 

Empire Biscuit Division 
Ex-Cell-O Corp. 

Extrax Co. 

Fenn Brothers 

Foote & Jenks, Inc. 
Franklin Body & Equipment Corp. 
Frigidaire Division 
Germantown Mfg. Co. 
Grand Rapids Cabinet Co. 
Gumpert, Co., S. 
Gundlach, G. P. & Co. 
Helmco-Lacy, Inc. 

Horner Sales Co. 

Hudson Mig. Co. 

Ice Cream Novelties, Inc. 


Illinois Baking Co. 
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Jiffy Mfg. Co. 

Johnson, H. A. Co. 

Kelco Co. 

Kellogg, France E. Co. 
Keystone Wagon Works 
Kohnstamm H. Co. 

La Crosse Cooler Co. 

Lamont Corliss Co. 
Lily-Tulip Cup Corp. 

Lowe, Corp. Joe 

Mahoney Extract Co., 8S. H. 
Mathieson Chemical Co. 
Michael Co., David 

Mirro Products Co. 
Mojonnier Bros. Mfg. Co. 
Morris Paper Mills 
Mulholland Co., John H. 
McGraw Chemical Co. 
Nash-Kelvinator Corp. 
National Pectin Products Co. 
Nelson Mfg. Co., C. 

Newly Weds Baking Corp. 
Oringer Mfg. Co. 

Pennco, Inc. 

Quaker Oats Co. 

Reco Products Co. 

Savage Arms Corp. 
Schaefer, Inc. 

Shore Machine Co. 

Soffe Co., M. 

Standard Fruit Products Co. 
Steelcote Mig. Co. 

Sterwin Chemicals 

Vanilla Laboratories, Inc. 
Van Leer Chocolate Co. 
Velan Engineering Co. 
Virginia Dare Extract Co., Inc. 
White Motor Co. 49 
Young Co., B. 33 
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OUTSTANDING QUALITY 


... that’s the Plus Gumpert gives the Ice Cream Maker 


“Good enough” quality is NOT enough if you want ice cream products that 
are outstandingly superior in looks, in taste appeal and sales appeal. To be 
merely acceptable will never spell success. 

That's why so many ice cream manufacturers rely on Gumpert's omtstand- 
ing quality to guarantee extra goodness in THEIR products. That's why 
regular users of Gumpert ice cream specialties are among the nation’s most 
successful. 

There are four reasons why. First is Gumpert's dependable “top-of the- 
crop” tmgredients. Second is improved methods. Third is Gumpert's cost 
control that assures the ice cream manufacturer wider profit margins, and 
fourth, the dependably uniform rese/ts Gumpert products achieve, without 
waste or loss. 


For a more profitable year, start right now to use the matchless goodness 
Gumpert offers you. 


270 Products to Aid the ice Cream Manvfacturer 


Cerce Butters: Wome thom e (ream 
Camplete Live of Soca Werte ond Sherbet Boxe Werer ice and 


GUMPERT CO 


NOT JUST ACCEPTABLE 


OUTSTANDING 


16. NEW YORK 


CHICAGO 


SAN FRANC 
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